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Rough Proofs 


Pennsylvania’s secretary of agri- 
culture says the egg industry has a 
perfect product to advertise and 
must break its long silence. Have 
the hens been sitting down on the 
job” 

— + 


“Manufacturers Rush to Defense 
of Chain Store System.” 

They probably had reason to sus- 
pect that the chain stores were 
right behind them. 


> ©. FF 


If chain store suppliers rush to 
the defense of their customers, it’s 
because they’re acutely aware that 
if they don’t hang together, they 
may hang separately. 


. ia ee 


Col. Jake Ruppert, who prefers 
baseballs to highballs, advertises 
that undesirable outlets can’t get 
his beer. A few exceptions may be 
made in the case of dyed-in-the- 
wool Yankee fans. 


- = ww 


Gladys, the beautiful receptionist, 
says she can’t understand why Pop- 
sicle uses Popeye the Sailor Man on 
its radio program when everybody 
knows that all he advertises is 
spinach. 

* es 


Charles H. Watts remarks sadly 
that the average merchant is too 
often a salesman instead of a credit 
man. That is, he’s an optimist in- 
stead of a pessimist. 


an fe 


It takes a salesman to convince 
the prospect that he can afford to 
purchase the product, and a credit 
man to prove to him that he can’t. 


em 


Worcester lawyers are planning a 
campaign “to educate the public to 
use lawyers when necessary.” An 
even better one would show the 
public how to avoid the necessity. 


7 ¥ F 


A keen-eyed correspondent found 
the same model doing his stuff in 
two ads in one issue of a leading 
magazine. Did he charge the ad- 
vertisers time and a half for over- 
time? 


, 


After all that argument about 
who first put the “Umph!” into ad- 
vertising, the consumer still looks 
at it and mutters, “Humph.” 


. VW 


Clothing manufacturers are plan- 
hing to educate retail salesmen as 
well as consumers. Their educa- 
tonal course will no doubt include 
an expanded clothing budget. 


= FF F¥ 


Texas cotton growers will adver- 
their product to English textile 


This is distinctly not a case | 


ot 


carrying coals to Newcastle. 


, te} 


Fast steamship service to South 
erica will start next month, just 
ume to permit disappointed 


ers of the Giants to get away 
it all. 


Copy Cus. 


Four A's to Discuss 
Labor Relations 
with Radio Artists 


AFL Affiliate Seeks 
Wage, Hour Formula 
on Commercials 


New York, Sept. 8.—Negotiations 
will be resumed next week between 
the American Association of Adver- 
tising Agencies and the American 
Federation of Radio Artists, looking 
toward the adoption of a standard 
contract form to govern pay and 
employment conditions for perform- 
ers broadcasting sponsored pro- 
grams. A special committee of the 
Four A’s will meet with representa- | 
tives of AFRA on Sept. 13. 

The federation was organized a 
year ago with a charter from the | 
American Federation of Labor, and | 
set out to establish contractual rela- | 
tion with broadcasting companies 
and with advertising agencies hand- 
ling commercial programs. After 
preliminary discussions had been 
held, AFRA decided to tackle the 
less difficult job first and concen- 
trate on leading national networks. 
The result was that standard con- 
tracts with Columbia Broadcasting 
System and National Broadcasting 
Company went into effect Aug. 14. 


Informal Agency Committee 


With this much accomplished, 
AFRA again approached the com- 
mercial phase and renewed its dis- 
cussions with the Four A’s. How- 
ever, the negotiations which start 
next week will be entirely different | 
from those which resulted in agree- 
ments with CBS and NBC. In this 
case the Four A’s is acting only in 
an advisory capacity for its members 
and cannot take any action which | 
will be binding upon them. 

If the discussions result in agree- | 
ment as to terms of employment to | 
apply to commercial broadcasting, | 
AFRA will still have to establish | 
separate contractual relationship | 
with each individual agency en-| 
gaged in radio activity. 


Federal Housing 
Body to Offer Copy 
on Modernization 


Washington, D. C., Sept. 8.—In an 
attempt to spur home moteraien-| 
tion throughout the country, the 
Federal Housing Administration is 
preparing a series of advertisements 
on the theme, “Ready for Winter,” 
which will be supplied in mat form | 
to local newspapers. 

The FHA followed the same} 
course in the fall of 1936, when| 
building supply linage was stepped | 
up considerably. 
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EASY TO TAKE 


: - . 
Hoh 
Psst! Lapy_ 
. Theres | 
. 
© Heat with Koppers Coke d 
and take it easy! It's the mod running up an 
ero fuel that makes your fur e 
ela eke: | down stairs 
coaxing the bre up. No more “ 
struggling with grates, damp with 
ers and drafts. Yet every room 
in the house is cozy with new 
luxurious comfort. All this pers 
with your present furnace. No 


tit 


need to buy costly accessories 
Try Koppers Coke. Dial or 
call the operator and ask for 
WX.2400 (free phone to 
Koppers) or call an authorized 
Koppers dealer. Order now 


OKE 


ys 


Koppers Kops, featured individuals in 

the newspaper campaign launched by 

Koppars Company, offer a variety of 

pleasant advice regarding the use of 
Koppers Coke. 


State Friendliness 
to Advertising 


Condemned in N. H. 


Concord, N. H., Sept. 8.—Action 


|of the New Hampshire State Liquor 
Commission in negotiating for ad- 
vertising to appear in state liquor 


stores—in contrast with the rules 
that bar the practice in many other 
states—has aroused vigorous criti- 
cism by the New Hampshire State 
Grange. 

The commission’s action in con- 


tracting with the Electric Selective 


Display Corporation of New Hamp- 
shire for display advertising in its 
32 stores was today termed “ob- 
noxious and contrary to the intent 
(Continued on Page 6) 


Koppers Contest 
Prepares Consumers 
for Zero Weather 


Newspapers, Outdoor 
Scheduled for Six- 
Month Drive 


Newark, N. J., Sept. 8.—Fall pro- 
motion of coke by the Seaboard Di- 
vision of Koppers Company, 
Kearny, N. J., will be built around 
a contest with $1,000 first prize and 
272 other cash awards, to be fea- 
tured in newspaper, outdoor and 
direct mail advertising. 

The campaign will break Sept. 22 
with 1,000-line insertions in the 
principal newspapers of the state, 
announcing the contest and outlin- 
ing the rules. Entrants will not be 
required to buy anything, but 
simply complete the sentence: “I 
like Koppers coke because —” in 
50 words or less on an official entry 
blank obtainable. from dealers or 
Koppers salesmen. Subsequent in- 
sertions will vary from 200 to 800 
lines, and will place increasing em- 
phasis on the product and its use. 


When the Mercury Falls 


In addition to the regular sched- 
ule, 800-line insertions will be 
placed with the newspapers on 
“wait orders” pending violent 
changes in temperature and 
weather. The copy for these in- 
sertions will carry such headlines 
as “Cold Wave Coming,” or 
“Weather Flash — Colder Tomor- 
row.” The present schedule calls for 
36 insertions in six newspapers, 
with a possibility of more being 
added as the campaign moves along. 

Running through the campaign 
will be the chubby little Koppers 
Kops, round faced, round bodied 
characters, who will be seen in all 
Koppers copy and display material. 

(Continued on Page 38) 


Last Minute News Flashes 
New Plymouth Goes on Display in New York 


New York, Sept. 9.—Chrysler Corporation scooped rivals today by | 


installing a complete display of new Plymouths in the International 
Salon here, anticipating the formal introduction in 1,200 newspapers later 
in the month. The public showings will be extended almost immediately 


to blanket the country. 


Wrigley Names Elterich for Latin America Copy 


New York, Sept. 9.—H. N. Elterich, Inc., has been appointed by Wm. 
Wrigley, Jr., Company as export advertising and merchandising agency 


for Latin America. 


Zuber Leaves Campbell-Ewald for Outdoor Bureau 
Detroit, Sept. 9—Eugene M. Zuber today resigned as vice-president 
of Campbell-Ewald Company to become Western manager of National 


Outdoor Advertising Bureau in Chicago, effective Sept. 15. 


He has di- 


rected Campbell-Ewald’s outdoor department for 14 years. 


Schenley Will Expand Advertising Budget 


Chicago, Sept. 9.—Bringing to a close a three day national sales 
conference, Walter R. Greenlee, vice-president and director of sales and 


advertising, Schenley 


Products Company, said today that advertising 


expenditures will be stepped up during the next few months to keep 


pace with anticipated sales 


increases. 


August volume was ahead of 


Tuly, contrary to the industry's usual sales curve 


| uses and health value. 


Legitimacy of Free Goods 
Offers Upheld in Ruling by FTC 


Bona Fide Gift Not 
Unfair Competition, 
Commission Holds 


Washington, D. C., Sept. 7.—Bona 
fide offers of gifts to buyers fall 
definitely within the sphere of fair 
competition, the Federal Trade 
Commission ruled today in dis- 
missing its own complaint against 
Samuel Stores, Inc., New York, 
operating a chain of retail stores in 
Eastern and Middle Western states 
and the District of Columbia. Be- 
cause of the important principle in- 
volved, and because of recent deci- 
sions which appeared to some to 
proscribe such offers per se, the 
commission went into the reasons 
underlying its exoneration of the 
chain. 

The lawfulness of an offer of 
“free goods” in connection with a 
merchandising plan depends on the 
terms of the offer and the sur- 
rounding facts, the commission ex- 
plained. If the offer is sincere, 
representing an actual division of 
normal profits with the buyer, it 
was held beyond criticism. 

Deception, the commission 
warned, may be present in adver- 
tisernents which are technically 
truthful. Giving a “free” offer un- 
due prominence, and burying im- 
portant condition$* which are a 
corollary, may result in deception 
to the buyer, and hence outlaw the 
method, even if all of the salient 
facts are presented, it was pointed 
out. 


The Bar Sinister 


In the FTC’s eye the element of 
chance immediately disqualifies 
such an offer. But if terms on which 
free goods may be obtained are 
stated clearly and specifically, usual 
prices are maintained on the usual 
quality of merchandise and theze 
is no question of monopoly, use of 
gifts or premiums does not consti- 
tute an unfair method of competi- 
tion, the commission asserted. 

Samuel Stores, Inc., advertised 
that with purchases of merchandise 
of $25 or more, the buyer would be 
given his choice of a dress, an all- 
weather sport coat or a pair of 
men’s shoes. The commission 
charged that the cost of the gift 


(Continued on Page 35) 


Chiseling Rears 
Its Ugly Head in 
Potato Chip Field 


Cleveland, Sept. 8.—Because price 
cutting and other unfair trade prac- 
tices have been troubling the potato 
chip industry, producers have 
banded together to form the Potato 
Chip Institute which will launch an 


educational advertising campaign 
to win public confidence. Lang, 


Fisher & Kirk, local agency, is in 
charge of the effort. 

In popularizing its product, the 
institute plans to emphasize new 
At the same 
time a program of research, stand- 
ardization and stabilization will be 
promoted. 

Producers in Cleveland, Detroit, 
Toledo, Dayton and Cincinnati are 
at present represented in the in- 
dustry group. 
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Electric Shaver 
Has Headlight for 
Shy Whiskers 


Newark, Sept. 8.—Claiming that 
he thought of it all by himself and 
that he never even knew the 
Hoover vacuum cleaner sports a 
like device, Matthew J. Sheehan, of 
Belleville, N. J., today contracted 
with Merchandise, Inc., to distribute 
an electric razor equipped with a 
headlight. 


Two Outlets Signed 


Merchandise, Inc., has already 
made arrangements to market the 
new razor through L. Bamberger 


& Co., Newark, and R. H. Macy & 
Co., New York. 

| Mr. Sheehan and Thomas Mc- 
| Cartie, president of the Manhattan 
| Electric Company, who assisted in 
perfection of the idea, have been 
guaranteed $5,000 and royalties. The 
former says he _ conceived the 
thought in a vain effort to induce 
his razor and the bathroom bulb to 
cooperate. The new razor will be 
ready for the public Oct. 1. 


Agency Network 
to Meet in Chicago 
Continental Agency Network will 
hold a convention at the Medinah 
Club, Chicago, Sept. 16-18. 
Agency executives from all parts 
of the country will attend. 


[ — 


Introduces New 
Soap Grain Product 


National Brands Sales Corpora- 
tion, Chicago, is preparing to place 
on the market Leadway soap grain, 
packed by Procter & Gamble Com- 
pany. Distribution will be through 
24,000 retailers in all parts of the 
country. 

As an introductory offer, a Can- 
non dish cloth will be given with 
each package. Point of purchase 
displays will feature the new prod- 
uct. 


Karr Signs Dealers 


Charles Karr Company, Holland, 
Mich., reported last week that 1,170 
dealers have been signed to par- 
ticipate in the company’s premium 
offer of tulip bulbs. 


Publishes Business 
Planning Proceedings 


Industrial Management Society, 
Chicago, has made available in pub- 
lication form proceedings of its 
recent two day conference on “‘Plan- 
ning for Business Stability.” 

Among the subjects covered are 
market research, financial planning, 
job evaluation and employes’ in- 
come. The society’s headquarters 
are at 205 W. Wacker drive, Chi- 
cago. 


Silversten to Faddell 


Ivar Silversten, Jr., formerly 
with Milton Weinberg Advertising 
Agency, Los Angeles, has joined 
Faddell Publicity Bureau, Minne- 
apolis, as assistant production man- 
ager. 
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Improve your 


In bowling you can’t beat a strike. 
opportunity for making strikes is ready-made in this, the 
nation’s fourth largest market. 


reN You Can't 
Beat That. 


OF AN NY DAILY NewsPaven ; 


selling score. 


LOS ANCELES EVENING 


In advertising, your 


In this above-the-average city (Los Angeles is first in per 
capita retail sales among the country’s eight largest cities) 
The Evening Herald and Express is read by approximately 60 
per cent MORE families than the next largest local daily. 
Herald and Express families are able-to-buy families, too, for 
this newspaper has the largest circulation of any daily news- 
paper in America selling for 5 cents. 


. start making strikes by put- 
ting this newspaper on your MUST list! 


HERALD~£xptess 


NATIONAL REPRESENTATIVES: 
PAUL BLOCK AND ASSOCIATES 


The Los Angeles A. B. C. 
“City” 
70.3% of the population and 
75.9% of the total retail sales 


Area accounts for 


of Los Angeles County. In 
this compact, rich market, the 
Herald and Express is the out- 
standing ‘choice of daily news- 


paper readers! 
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Only Twenty + 
Real Copy Testers 
in United States 


Coutant Says Dozens 
Overestimate Ability to 
Psyche Ads 


New York, Sept. 8.—Only 20 re. 
search men in the country, among 
the horde representing themselves 
as experts, are qualified to make 
tests of advertising copy. 

This striking statement is con- 
tained in a paper prepared by 
Frank R. Coutant, director of re- 
search for Pedlar & Ryan, New 
York agency, for the advertising 
and sales promotion session of the 
International Management Congress 
to be held in Washington Sept. 
19-23. 

This session attracted contribu- 
tions from a glittering array of 
stars, including Stanley Resor, 
president of J. Walter Thompson 
Company, who collaborated with 
William G. Palmer, vice-president 
of the same agency, in a paper on 
“The Growth and Function of the 
Advertising Agency.” 

Despite his iconoclasm, Mr. Cou- 
tant was more optimistic than some 
of his remarks would indicate. 
While saying that at least five years 
of time and an investment of $100,- 
000 in experimental work is neces- 
sary to produce a qualified copy 
tester, he said the number is slowly 
growing. 

“Copy testing has not passed the 
stage of being an art,” said he. “It 
may become a science when we 
have a fund of accumulated know]l- 
edge to pass on through teaching.” 


Agency Extends Functions 


Mr. Resor not only listed projects 
executed by his agency in one 
quarter, but told of some of the 
extra-curricular tasks which it 
undertook. Among them were com- 
bating unfortunate and _ unfair 
“high price’ propaganda about a 
client’s products; providing public- 
ity articles on cost of materials of 
an entire industry in comparison 
with client’s materials; meeting 
with group representing industry to 
discuss a new type of promotion; 
developing a plan on motion pic- 
tures; talking at clients’ sales meet- 
ings, preparing a magazine editorial, 
and discussing world’s fair promo- 
tion. 

Even more eloquent testimony of 
the multifarious details of the work 
of the modern agency was given 
when Messrs. Resor and Palmer 
said that for three years J. Walter 
Thompson Company has had men 
working along the following lines: 


Projects Are Listed 


1. Experimenting in the use of 
simplified, graphic presentations of 
complex economic theories. 

2. Collecting from both domestic 
and foreign sources, material show- 
ing unusual graphic presentations 
of statistics. 

3. Assembling and studying sam- 
ples of government and pressure 
group propaganda methods through- 
out the world for influencing 
masses. 


4. Broadening the financial news 
| Home sent out on behalf of clients 
to include news of current accom- 
|plishments and present manage- 
| ment policies, to bring about a bet- 
| ter understanding between the com- 
pany and its stockholders, employes, 
|and the public. 

5. Preparing special reports 
/employes in cities where plants are 
located. 

6. Breaking down institutional 
advertising into some dozen classi- 
fications in order that they may be 
studied separately, improved and 
coordinated. 

“To supplement what is left of 
personal contacts in our "= 1ass 
world,” the paper concluded, © ber 
must have an understanding use © 
multiple and mass communicatio? 
not only on products but also © 
human relationships.” 
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WSB Atlanta NBC 
WAGA| Atlanta NBC 
WFBR Baltimore NBC 
WAAB Boston MBS 
WNAC| Boston _ NBC 
WICC Bridgeport NBC 
‘WEBR | Buffalo NBC 
WBEN Buffalo NBC 
WGAR| Cleveland CBS 
WFAA Dallas NBC 
if WBAP | Fort Worth NBC 
ao KVOD Denver NBC 
—_ advertising men often shape the WIR | Detroit CBS 
-— KPRC Houston NBC 
fate of the manufacturer's branded merchan- WDAF | kone tie 
KARK Little Rock NBC 
dise. KF] Los Angeles NBC 
KECA Los Angeles NBC 
'WHAS | Louisville CBS 
WLLH Lowell-Lawrence | MBS 
In the last decade they have worked more wai }hehecce wee 
KSTP | Minneapolis-St.Pau]] NBC 
and more within the walls of time...radio time. WSM | Nashville NBC 
WSMB New Orleans NBC 
WHN New York NBC 
WTAR Norfolk NBC 
They have made more and more use of maw to beend Ow Be 
; KEX Portland, Ore. NBC 
Spot Broadcasting time, thereby increasing WEAN | Providence NBC 
WRTD Richmond, Va. NBC 
: . KSL Salt Lake Ci CBS 
its volume faster than any other type of radio. Watt Sse | Ree 
KOMO Seattle NBC 
KJR Seattle NBC 
We suggest that it is more than a coinci- KHQ | Spokane NBC 
KGA Spokane NBC 
WMAS| Springfield CBS 
dence that the most successful spot broad- nee te we 
KFH Wichita CBS 
casters use these stations...and that the fates Also 
THE YANKEE ge 
. THE COLONIAL N 
seem always kind to their products! TEXAS QUALITY NETWORK 


Represented throughout the United States by 
EDWARD PETRY & CO. 
INCORPORATED 


NEW YORK e CHICAGO e DETROIT 
LOS ANGELES e SAN FRANCISCO 
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Oakite Opens 
‘Cleaning School’ 
for Mothers 


New York, Sept. 8.—Timed to} 
coincide with the resumption of | 


school, Oakite Products, Inc., today | 
launched its largest fall campaign | 
with a copy theme built around the | 
school idea. Copy is scheduled to} 


appear in more than 70 newspapers 


throughout the country and _ will 
seek to enroll housewives in “the 


modern school of cleaning.” 

The same formula which has been 
used in newspaper promotion here- 
tofore will be followed this fall. 
“Okey Oakite,” the trade-marked 


| humorous 
various uses of the product. 


character which carries the sales 
message in all Oakite advertising, 
will be featured again, along with 
jingles describing the 
Each 
insertion will be two columns, 42 
lines, generally appearing on food 
pages Thursday or Friday of every 
week. Each advertisement will 
bear a number, with the inaugural 
copy slugged ‘“‘Lesson Number 1.” 
In addition to the newspaper 
drive, radio advertising will also be 


|}used. Oakite has women’s interest 


shows in a number of major mar- 
kets, largely participating programs. 
The school idea will also be em- 
ployed over the air. 

News of the consumer advertis- 
ing will be conveyed to dealers 
through an extensive business paper 


and direct mail campaign. Frank 
A. Connolly, merchandising man- 
ager, planned the drive, with Cal- 
kins & Holden, the agency. 


July Roto Linage 


Last Year's Total 


Down 27.6 Pct. from 


| 1938, 


New York, Sept. 8.—Rotogravure | 


| advertising linage for July, 1938, | 
| registered a decline of 27.6 per cent | 


‘from the total in the same month 
|last year, Kimberly-Clark Corpora- 
tion reported today. Comparative 
\figures for the two months were 
| 747,530 and 541,208 lines. 

Local rotogravure showed an in- 


| Perry avenue, Bronx, listed as in- 


crease in Juiy, when 274,045 lines 
were reported this year tagainst 
223,026 last year, a gain of 22.8 per | 
cent. National volume, however, | 
slumped in July to the extent of 49 
per cent, the records showing 524,- 
504 lines in July, 1937, compared 
with 223,026 for July of this year. 

Of the 541,208 lines used in July, 
506,814 were monotone and 
34,394 color roto. 


Forms Salesmakers 


Salesmakers, Inc. has been or- 
ganized to conduct an advertising 
business in New York, with Samuel 
M. Birnbaum, 19 W. 44th street, 
New York, Sol Kalow, 3178 Grand 
Concourse, and Henry Bess, 3050 


corporators. 


Publishers Study 
Operation of 
lowa-lllinois Plan 


Uniform Market Data 
and Frequency Dis. 
counts Offered 


Chicago, Sept. 7.—Eighty Illinois 
and Iowa publishers participating 
in the Iowa-Illinois Group Plan met 


| here today with their national rep- 


resentatives to hear a presentation 
of the completed plan, so that thei, 
responsibilities to advertisers might 
| be thoroughly understood. 

Lee P. Loomis, Mason City Globe 
Gazette, and Clare R. Marshall, 
Cedar Rapids Gazette, and presi- 
dent, Iowa Daily Press Association, 
were the speakers. 

The Iowa-Illinois Group Plan in 
its final form embraces uniform 
merchandising service, a plan for 
checking results, uniform frequency 
discounts, uniform market informa- 
tion and standardization of market 
surveys. 

It was originally intended to have 
the plan permit agencies to place 
one piece of copy in all the news- 
papers on one order. This has been 
found impossible, however, and 
agencies are to deal individually 
with each separate newspaper. 

With the placement of 2,000 lines 
of copy for 13 consecutive weeks, 
regardless of size, the publisher 
agrees to call on key dealers and 
where possible obtain tie-ups, if 
desired. With use of 5,000 lines for 
26 weeks, the publisher will prepare 
and deliver a letter or broadside to 
retailers, and also arrange for win- 
dow and inside displays, and finally 
make a retail trade survey. 

Ten thousand lines for 52 weeks 
will earn all of this cooperation, 
plus help in securing mentions of 
the product, plus market reports. 


Discounts for Frequency 


The frequency discount schedule 
enables advertisers to earn dis- 
counts up to 10 per cent. Insertions 
for 13 consecutive weeks with at 
least one insertion weekly earns the 
following discounts: 50 lines per 
week, 2 per cent; 100 lines, 3 per 
cent; 500 lines, 4 per cent, and 1,000 
lines per week, 5 per cent. Ten per 
cent discount will be accorded for 
use of 1,000 lines weekly for 52 con- 
secutive weeks. 

The advertiser or agency will be 
able to get uniform retail trade 
reports from any or all markets 
merely by writing association head- 
quarters. 

The standardized surveys of con- 
sumer acceptance were recently de- 
scribed by ADVERTISING AGE. 


Trade Association 
Probe Explained 
by C. J. Judkins 


Washington, September 8.—C. J. 
| Judkins, chief of the Trade Asso- 
ciation Section «f the Department 
of Commerce will shortly begin a 
country-wide tour to meet with 
|trade and business groups to ex- 
plain fully the extent and nature 
of the probe of trade associations 
| which will be started soon by the 
National Economic Committee in- 
vestigating monopoly and monopo- 
| listic practices. 


To Send Questionnaire 


The questionnaire is still in prep- 
aration and probably will not be 
mailed to associations for about two 
weeks. Exact details of the ques- 
tionnaire are not yet known other 
than the statement of Mr. Judkins 
that questions which 
trade associations to go to thet 
members for information will be 
asked.” This he interprets to mean 
that all the information which the 
Department of Commerce will wan 
will be readily found in existing 
material in the files of trade ass°- 
ciations. 
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don’t know east 


the people who buy them...and 
really ought to find out! 


On the block there is a W...when W is turned upside down you 


have an M...and WM stands for washing machines, a mighty 


important item on the American household budget. 


There are two things that any family needs 
— before it needs a washing machine. Clothes 
to wash. And power with which to run the 
machine. 


Most every family has the first requirement. 
So naturally you’d think that the sales curve 
of the washing machine manufacturer would 
precisely follow the power-supply curve of 
the country. 


But it doesn’t! And how it doesn’t! 


It’s just one surprising situation out of a book- 
tul of them, all set forth in a new survey — 
the X-RAY EXAMINATION. Incidentally, 
it's the largest survey ever made in advertis- 
ing history. Facts reported by 173,571 fami- 
lles—readers of The American Weekly from 
coast to coast—revealing what they buy for 
their laundries, their living rooms, dining 


rooms, kitchens, bathrooms, bedrooms and 
their garages. 


Whether you sell washing machines or face 
powder, premium gasoline or cold cream, 
automobiles or toothpaste, or any other basic 
family commodity, you'll find many a new 
nugget of golden information in this zew pay 
vein of facts just disclosed. 
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State Friendliness 
to Advertising 
Condemned in N. H. 


(Continued from Page 1; 


of the state liquor laws,” by Wil- 
liam J. Neal, state master of the 
Grange. 

Under the contract the state al- 
lows the private company to install 
electric signs in state liquor stores 
for which the distillers are assessed 


$100 for each advertisement per 


sign per year. The state charges 
the corporation $50 per advertise- 
ment per sign per year and it was 
estimated that each sign would 
carry 20 advertisements giving the 
state a revenue of more than $30,000. 
The state reserves the right of cen- 
sorship. 

In a letter to Gov. Francis P. Mur- 
phy, Atty. Gen. Thomas P. Cheney 
and Atty. John L. Sullivan, of Man- 
chester, Mr. Neal made plain the 
stand of his organization on the 
question of advertising in liquor 


stores. The resolution adopted by 
the State Grange’s resolution com- 
mittee reads: 

“We condemn the action of the 
State Liquor Commission for enter- 
ing into a contract with an adver- 
tising firm to solicit advertising 
from liquor manufacturers. 

“This practice of soliciting adver- 
tising is obnoxious in itself. We 
believe the advertising of liquor in 
state stores is contrary to the intent 
of the state store law, and that it 
tends to increase the use of alco- 
holic beverages.” 


Where there’s 
Excitement 


there’s Action! 


Ae 


Exciting 
NEW FEATURES 
beginning 

OCTOBER 


I. A new department of in- 
| formal but needle sharp com- 
ment by E. B. White, whose 
“Talk of the Town” in The 
New Yorker has made his par- 
agraphs the talk of the nation. 


2. Incisive, thoughtful cross 
examination of American 
lawyers and the American 
Bar Association by Ferdinand 
| Lundberg, author of ‘“Amer- 
| ica’s Sixty Families.” 
1 


3. Astonishing news from 
the front lines of medicine — 
written for the layman and 
designed to tell you things 

you never knew. 

! 

i 

! 


4. American cities turned 
inside out—more of the ar- 
ticles that have aroused great 
| controversy and have tripled 
newsstand saies in the cities 


described. 


5. Who is “Barnum in mod- 
ern dress’? Meet him as pre- 
sented by the sharp pen of 
Elmer Davis. 


6. Does Education educate? 
Surprising answers following 
up President Hutchins much 
discussed opinions in Harper's 
and later in the Sat. Ev. Post. 


| Z.And much more...as 
| you'll see in the October 
Harpers. 


And there is plenty of both for readers and 
advertisers in the new editorial program of 
HARPERS MAGAZINE 


An Exciting New Program—but the same 
LOW RATE for Quality Quantity 


grange alive, vigorous and modern, Harpers, begin- 
ning with the October issue, steps up its tempo 
sharply. It is to be even more exciting for its readers 
and its advertisers. Herein is concentrated, for you who 
have things to sell, an alert, responsive market of more 
than 100,000 leaders in all phases of endeavor. It is an 
axiom that if you sell the leaders, the field will follow. 
Here they are, 100,000 strong— well-to-do, intelligent, 
open-minded, loyal. Harpers Magazine is being im- 
proved constantly to keep its readers enthused and in- 
formed and good prospects for good products. The 
brief outline of coming features gives you an idea of the 
editorial line-up for October and succeeding months. 
The cover of the magazine keeps its familiar face and yet 
is arrestingly altered to harmonize with the fast pace set 
by the material inside. All in all, Harpers Magazine can 
be tremendously effective for you—if you give it the 
opportunity. Read the October number yourself. Vis- 
ualize the people for whom it is tops among the month- 
lies. Aren’t they the kind who would benefit your busi- 
ness enormously if you could call them customers? Well 
you can. Yes, it’s just as simple as all that. If your product 
is right, you can sell it in Harpers. You can catch the 
November number as late as September 25th. 


Harpers 


MAGAZINE 


Copy for Saraka Is 
Checked, Too, But 
by Consumers 


New York, Sept. 8.—With current 
interest running high in various 
copy testing systems, Schering Cor- 
poration, of Bloomfield, N. J., today 
disclosed details of the technique 
followed in achieving a 90 per cent 
national distribution for its Saraka 
laxative without use of a single 
salesman, but with a consumer 
“jury” on copy pictured as a vital 
factor. 

Saraka is a bulk laxative, a prod- 
uct whose sales are now said to 
nearly equal the total of all other 
bulk laxatives in the field. Its 90 
per cent national distribution is in 
the drug field and was accomplished 
through use of an intensive trade 
paper campaign. 

Of timely interest, however, is 
the consumer “jury” system of pre- 
testing copy developed by the Sa- 
raka agency, Marschalk & Pratt. 


18 of 108 Survive 


Company spokesmen reported 
that 108 advertisements have been 
prepared for the product, complete 
with layout, headline, illustration 
and everything but the text. Tests 
have eliminated all but 18 and these 
have been released with successful 
results. 

The first step in the pre-testing 
technique is to have investigators 
make house-to-house calls, bearing 
groups of proposed insertions. Each 
housewife is asked to determine 
which advertisement she would be 
most likely to read. Of the 108 
Saraka layouts, 37 survived this 
consumer jury and were passed 
along to the second test. 

Test number two consists of sup- 
plying the missing text and actu- 
ally running the copy in magazine 
sections of the New York Herald 
Tribune and the New York Times, 
as well as some other magazines. 
For example, Family Circle has 
been used because of its “split edi- 
tion” policy. 

The best pulling copy is selected 
by means of a sampling campaign. 
Each Saraka insertion bears a small 
coupon offering a free trial tin. By 
comparing returns from the various 
pieces of copy tested, the cream of 
the copy crop can be uncovered. 

Having survived these tests, the 
winning advertisements are released 
nationally to an extensive magazine 
list which includes The American 
Weekly, Collier’s, Ladies’ Home 
Journal, Liberty, McCall’s, Pictorial 
Review, Redbook, The Saturday 
Evening Post, and True _ Story. 
Rotogravure groups on the schedule 
include Metropolitan and Mid-West. 

These Saraka insertions § are 
usually two columns wide, although 
three-column, bottom-of-the-page 
copy is now being tried. The theme 
is always some variation of “exer- 
cise for health,” tying in with the 


internal “exercise’’ which results 
from using Saraka. “Bulk Plus 
Motility” is a copyrighted slogan 


which is employed in each case. 
Frown on Blunt Copy 


The copy testing system has un- 
earthed some interesting facts about 
laxative advertising. A number of 
extremely frank, down-to-earth, 
pieces of copy about laxative action 
have been prepared and submitted 
to the consumer jury, but none has | 
ever been granted the stamp of ap- 
proval by these housewives. One 
proposed insertion headlined, “If | 
your daily dozen doesn't, Saraka | 
will.” This copy seemed to have 
all the elements necessary for suc- 
cess, but housewives were not im- 
pressed and the copy never was | 
used. 

Another discovery made about | 
laxative advertising is that certain 
months which would appear to be | 
good periods for such advertising 
do not measure up when coupon re- | 
|sults are studied. It was learned 
lthat there are three very good 
'months, six fair months, and three 


a 
—_____= 


HAS ‘JURY'S’ O. K. 


ee hut Not 


WEALTH 


THy 


! mus, é 


ISe/ 


Ves. tery uae = 
er hanwadive hers 


exercning action 


The Saruks on tile 
moran whan “ 


‘ me while droking «A gles of wacct 


Abert pasning tite a he ae i] nee 
SARAKA. Ge-:0e oe 

Schering Corporation, Bloomfield, N. J., 

maker of Saraka, finds that it pays to 


get the housewives’ approval on its copy 
before, rather than after, it appears. 


poor months, although Saraka copy 
appears in print in some degree the 
year ’round. 

A day-to-day record is kept of 
coupon returns, and by studying 
these records, pulling power of the 
various publications can be anal- 
yzed. One out of every three peo- 
ple who get the sample become cash 
customers, a follow-up check has 
indicated. 

Not long ago, 100,000 postcard 
questionnaires were inserted in as 
many large-size tins of Saraka. 
Buyers were asked to answer six 
questions about the use of the prod- 
uct. One out of every seven cus- 
tomers took the trouble to fill in 
the blanks, thus supplying a veri- 
table gold mine of useful data 
about Saraka’s use. 


Invader Percale Only 


Clinton G. Harris, New York 
agency recently appointed by Cohn- 
Hall-Marx Company, New York, 
reports that it will handle promo- 
tion only for the company’s Invader 
Percale line. Sterling Advertising 
Agency will continue to handle ad- 
vertising for the company’s uptown 
silk and rayon department. 


Fluffo to Compton 


Procter & Gamble Company has 
appointed Compton Advertising Inc., 
New York, to handle advertising of 
Fluffo, a vegetable shortening. 
Radio and newspapers in the south 
will be used. 


Editor Appointed 

Dr. Walter R. Meyer, formerly 
chief metallurgist and electrochem- 
ist for the General Electric Com- 
pany has been named editor of 
Metal Industry, New York. 


OKLAHOMA CITY 


Representative—The Katz Agency. Inc. 
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The Sensational New Advertising Adhesive 


FOR POINT-OF-SALE DISPLAYS 
NOW AVAILABLE 


NATIONALLY 


THRU YOUR PRINTER OR LITHOGRAPHER 


“‘Get Preferred Position for Your Displays with Kleen- Stik’’ 
KLEEN-STIK PRODUCTS, INC. 


NEW YORK CHICAGO SAN FRANCISCO 
304 East 23rd Street 36 So. Clinton Street 500 Sansome Street 
GRAMercy 3-6296 RANdolph 3298 GArtield 0371 
SlideStik a Write NEAREST OFFICE FOR KLEEN-STIK IDEA Lok-Stik 
FILE FOLDER OR INFORMATION ON YOUR POINT-OF- 
TRADE MARK — PAT. PENDING SALE DISPLAY PROBLEM. TRADE MARK —PAT. PENDING 
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Advertising Produces 
| Pr ofits: The Eleventh of a Series 


gun barrage. For example: Spring- 
field, Mass., was selected as the in- 
itial test-market for Birds Eye 
foods, in May, 1930. The products 
were put on sale in 20 selected 
stores and the marketing experi- 
ment was supported by an adver- 
tising campaign in the local news- 
papers in which the fundamentals 


Birds Eye Records Marked « the publi 


Progress ina Depression Era 


New York, Sept. 8. 
the tenth anniverary of its first ex- 
perimental sales in 1929, Birds Eye 
Frosted Foods, a_ subsidiary of 
General Foods Corporation, this 
week stood out as the holder of a 
significant record of rapid progress 
in a period of business depression. 
In pioneering one of 
fastest growing infant industries, 
the company has paid eloquent trib- 
ute to effective advertising and 
sound merchandising. 

Regular distribution of Birds Eye 
foods began in 1931 with a list of 
about 100 stores. This number 
doubled in 1932 and doubled again 
in 1933. The next year it jumped 
to 650 and then to 1,200 in 1935. 
By 1937 the product was on sale 
in 3,000 retail outlets and it is esti- 
mated that another 1,500 will have 
been added by the end of this year. 
Total sales figures have never been 
made public by Birds Eye but it is 
reported that production is still a 
long way from catching up 
retail demand. 

Faced Difficult Problem 

These steady year-to-year gains, 
in the face of adverse conditions, 
were accomplished through a com- 
bination of unusual advertising and 
merchandising methods. Birds Eye 
products were new. 
overcome deep-seated prejudices, 
and in the accomplishment of this 
aim advertising has been a prime 
factor. Promotion efforts have been 
concentrated on _ specific 


with 


They had to, 


-Approaching | 


America’s | 


A NEW and DIFFERENT 
kind of CORN! 


Hermets cot WHOLE from the com 
Birds Bye Corn ts cut whole trom the 


“ 
But not wo with BIRDS EVE CORN fr 1 
peer in Ieee than & fast he 


Picked ot Rover peot ony! 
4 W's the grandest corn, to hag hire 


FROSTED FOODS 


trading | fire, 


* all £ 

(pet BIRDS EYE CORN 19°... 

~ aos aheliead 
areas, and the strategy employed 


has been that of well-directed rifle 
rather than a scattered shot- 


Mr. Spindler lives in Cincinnati. He has a one-room 
apartment. His roommates include gila monsters, 
snakes, tarantulas, ground hogs, talking birds and trained 
spiders. WKRC ran a line into the one-room menagerie; 
invited Spindler and friends to broadcast their talents. So 
popular was this unique WKRC show that it was repeated 
— coast to coast over the Columbia 
Ben Bernie “m.c.-ing” the show. Another example of why 


WKRC is Cincinnati's most popular local radio station. 


550 Kilocycles. Owned and operated by COLUMBIA BROADCASTING 
SysTeM. Represented by Rapio Sates: New York - 


Detroit + Milwaukee - Birmingham + Los Angeles - San Francisco 


Establishes Base Warehouse 


| As experience demonstrated pub- 


ilic acceptance, distribution was 


| gradually worked out on a wide | 


|scale, but in every case the mer- 
| chandising setup was well estab- 
lished in one market before another 
|was developed. Chief reason for 
| this procedure was the necessity for 
prsremnggve a a base warehouse in 
every area, from which economical 


and frequent deliveries could be 
made. 

| Newspaper advertising was ex-| 
‘panded to keep pace with the 


|growth of distribution until the list 
|had grown to 34 newspapers in 28 
| key cities, and in 1936 magazine 
|promotion was begun in a single 
‘publication, The New Yorker, which 


‘has continued on the list ever 
| since. 
| 
Chain Store Technique 
The merchandising setup upon 


|which Birds Eye business has been 
| built is similar to the chain store 
|system. Each week several prod- 
ucts are selected as specials and 
| these are promoted to the consumer 


not only through newspaper adver- | 


tising in local areas but also by 
point-of-sale display and _ direct 
| mail. 

The program revolves about the 


_dealer’s case of Birds Eye foods. | 
Each case displays a price rack in |= 


which the specials are listed. Post- 
‘ers prominently feature product 
photographs. Red and blue lum- 
inite signs identify the Birds Eye 
store from the outside. Dealers in- 
clude independents as well as chain 
store units. 

Birds Eye foods are produced by 


| layout shown here is one of the magazine 


kh COLUMBIA'S STATION FOR CINCINNATI 
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SPRITELY COPY CLICKS 


Babies... just babies 
...just 4 hours old! 


LISTEN Take our seeds We use a special kin 
rd 


You ve eaten fresh lamas before~and We plant them in certain nooks 


nd 
ul the 
loved ‘em! Yet we calmly assert chat, nd 


country — where the soul ie rich and ky 
eg We watch the limas in 


weds are now available 
cites north of the Ohio River 
id Missisespps 


in most 
and cast of the good 


BIRDS EY 


kes more than magic quick 
such swell 


cll limes FROSTED > FOODS 


Ad No 51 
New Yorker — September 10, 1938 


Since its inception Birds Eye copy has 
been characterized by a sprightliness 
that invariably commands attention. The 


scheduled this month. The 
other layout appears in newspapers. 


| insertions 


|a patented method of quick-freez- 
|ing developed by Clarence Birds- 
| eye, a Gloucester scientist, who was 


|interested in the problem of pre- 
|serving fish when they were plen- 
| tiful against the time when they 
| were scarce and in demand. Birds- 


‘eye fished in Labrador through | 


birds talk and snakes hiss 


network with 


Chicago 


en ee 


thick ice, and threw the fish Over 
his shoulder as he drew them jp 
When ready to leave he found them 
solidly frozen. Left in a tempera 
ture far below freezing, the fish 
were found to be as fresh days 
afterward as when they were taken 
from the sea. That was back in 
1923 and from that circumstance 
developed the modern process of 
quick-freezing used by Birds Eye 
Foods. . 


The Packaging Problem 


After the equipment for produc- 
tion had been perfected, the first 
big marketing problem was that of 
packaging. It was a _ laboratory 
task. Packing materials had to be 
specially developed. They had to 
be moisture-proof and leak-proof 
and had to offer positive protection 
against loss of flavor. 

When this problem had been 
solved, consumer appeal had to be 
tested and measured, to determine 
what varieties of food would be 
most marketable in frozen form. 
An early drawback in merchandis- 
ing was the expensive low-temper- 
ature case which dealers had to buy 
at a cost ranging from $1,000 to 
$2,000. By 1934, however, engi- 
neers had overcome this obstacle by 
designing an effective case which 
could be bought for approximately 
$360. Today this new case is 
rented to dealers on a modest 
monthly basis. 


Early Promotion Educational 


Early newspaper promotion was 
based largely on an _ educational 
theme. As time went on copy be- 
came concerned almost entirely 
with product and price. Insertions 
are now timed at weekly intervals 
and each one is tied in specifically 
with the current weekly specials. 

For the remainder of this year, the 
campaign, under the direction of 
Young & Rubicam, Inc., will give 
renewed emphasis to educational 
copy. The story of quick-freezing 


| will be outlined in relation to each 


weekly special in such a way as to 
boost the whole Birds Eye line. 
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It’s the face of the poster that must tell an interesting, action- guys 
~~, compelling sales-story. The printing face of Vac-Cup-Bac Poster 
im “ee Paper is white and smooth - - two factors which advertisers and aes 
> lithographers agree are vitally necessary to good reproduction eR 
and add much to the selling punch in the finished design. oy SEN 
On the other side - - the back of the poster must grip the panel _. See Sea 
for a full showing period. That's why plant a say Vac- “— “ 
Cup-Bac Poster Paper is the answer to both posting questions. ey 
The vacuum-cup construction of Vac- Cup-Bac Poster Paper “ee 


illustrated on this page assures a suction-grip that makes Vac- io ae 
Cup-Bac posters clin ng to the panel like the bark on a tree. a Re 
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‘pulls better than any other color.|UNderwood Aims 
|Yellow is second, with blues, Message at Studen} 
and Gift Markets 


greens and whites trailing far 

| behind. 

Mr. Powell is another advertising 

| manager who has advanced to a New York, Sept. 7.—Aiming firs 

| renege chair. He was in| + the badék-to-school market ang 

charge of all Sears, Roebuck ad-| then at the Christmas trade, Under. 

| vertising for seven years, and WaS| ood Elliott Fisher Company wil) 

| later promoted to treasurer. When launch a double-barreled promotion 

the big Encyclopedia Britannica | ;,, newspapers and magazines for 
both the new Underwood portable 
typewriter and standard-size 
models. 


|operation got into difficulties, and 
Back-to-school copy will appear 


leven a huge advertising campaign 
\failed to move books by mail in 
|sufficient volume, he was made 
| president of the subsidiary and jin 122 newspapers throughout the 
|now has it showing a satisfactory country beginning Sept. 23, and a 
number of the magazine insertions 
| Large Staff Supervised are scheduled for September issues, 
S| Mazagine copy, averaging a half. 


ENCYCLOPEDIA SALESMEN 
Britannica Is No Longer Sold by Mail, but Mail Advertising Has 
Big Part In Its Business...... By G. D. CRAIN, JR. 


<= | ENCYCLOPEDIA CHIEF 


E NCYCLOPEDIA BRITANNICA, | signed by E. H. Powell, president 
4 Inc., owned entirely by Sears, of the company, with a return card 
Roebuck & Co., endeavored to sell | asking for a free descriptive book- 
its product exclusively by mail for |let and additional information 
a good many years, as was entirely | about Britannica. Mr. Powell em- 
natural. Five years ago a revolu- | Phasizes the fact that the simpler 
tionary policy was adopted of /and less ornate a direct mail effort 
selling only through salesmen. It |** kept, the better the replies. This 
has been so successful that the | °m¢ sales letter, starting with the 
company is now comfortably estab- | words, “This new free book to 
lished in the black, as a result of | ¥°U,” has no fill in, and is mailed 
the efforts of 700 men who are con- | third-class, and yet the returns are 
tacting the reference book buyers | 9"8 up right along. 
of America. 

Britannica remains, however, a 
highly active and successful direct- 
mail advertiser, and the results of 


. | profit on its operations. 
Under him the sales staff of 700| page in size, will shift to a gift 
men, operating entirely on commis- | theme in November. 
|sion, was created. These men are The Underwood magazine sched. 
kept alert through sales contests,| ule includes the following: Col- 
|and additional incentives for in-| lier’s, Esquire, Harpers Magazine, 
creased business are offered. Stan-| Judge, Popular Science Monthly, 
dard sales talks are provided, but| Rotarian and Scholastic. Business 
salesmen are permitted to develop} papers will also be used. Featured 
their own solicitations. There is a| product will be the student port- 
:| special sales division for handling | able, priced at $42.50. 


Study Separate Markets 


About 3,000,000 letters are mailed 
each year. There is no national 
its advertising by mail are respon- | campaign, but the market is tackled 
sible for approximately half of all|city by city, as the eighteen sales 
the sales made by the company. |offices decide where they want 
Its returns from direct advertising | sales support at a given time. The 
are remarkably good — running | success of the mailing is due at); 
currently 7 to 8 per cent. That|least in part to the character of| ek naaee ee rel 1A cap —* 
represents not only low-cost in- | the lists. City directories are used| tors, teachers, editors, advertising ge age ora tributi , t wai” dias ca i ee 
quiries, but high-quality leads|as the basis, but non-productive| men, etc., are the best prospects. set store distribution is no i. 2 aa an of ao = 
which keep salesmen on their toes. | classifications are eliminated. The| Cutting out the dead wood of course | emphasized, there are occasional hee iesiclandl a d P t Bhar 

company has found that profes-| brings up the percentage of re- |{uccessful promotions through re-| heips, including window streamers, 


The direct-mail campaign is : a aan i te: 
: ; eos pres: : ‘ 8 : | tailers—usually the book depart-| posters and direct mail literature. 
built ontrny areune & single letter, | sional men, incheding lawyers, doc-| sponse. Another thing the pocien nti ment of a big store like Field’s or| Marschalk & Pratt has the account, 


7” owr 


E. H. Powell, 
Britannica, Inc., who steers the famous 
reference books’ vast sales operations. 


president, Encyclopedia 


i plementary service. Mr. Powell] fine executive talents which have 

Nes decries methods of this kind as|been provided for its direction. 

Eta hurting the entire industry and| “Everybody wants an encyclo- 
3 Pe: making it more difficult to do busi-| pedia,’ explains Mr. Powell. “No 


: . : : ; jest reference publication in the}. _. —_ : - 
national coverage than any of — or write to: Advertisement Direc- | world. A couple of bright Ameri-| — — | : 
i, need. Published by the British the great English dailies. tor, British Broadcasting Corpo- |¢ans went to London in the nine-| CONSUMER APPEAL 
- | oe e ; —— : ies, put on a big advertising 
Broadcast! ng Corporation, And what sort of people read =‘ ration Publications, Broadcasting | campaign in the London Times 
‘ ’ zB verv radio broad pent : A ‘ —_— DR a wits ’ and other newspapers, and sold so 
who oneres ‘ “ mae the Radio Times? Radio own House, Portland Place, W. 1, many sets that they were able to 
ng emo : “—_ re ership in England ts indicative London, England. buy the business. Later Sears, 
ain, it is the only publication f nara Roebuck & Co. purchased an in- 
od OTF good yurcnasing power. res ve sole wner ir 
allowed to print. in advance ro | | See ae ee a ‘ae 
. : ge Each issue goes to more than 1927. The London company which 
full details of both National ? : an now sells the Britannica in Great 
and Regional programmes. 1,000,000 well-to-do families. Britain and British possessions, ex- 
> i — cept Canada, is a subsidiary 2 
Readers throughout the coun Moreover, go% of its sub- pessedacioms rode _——we 
; trv, therefore, turn to Radio  scribers read the Radio Times " . 
. wt ’ “i Substantial Annual Volume 
Times every time they “tune every day in the week, while 


end 


TO AMERICAN . 


IN THE BRITISH MARKET 


bal 


Rv TIMES is a maga- 
zine that satisfies a real 


in.” 
Issued every Iriday at two 
pence 


per copy, its steady 


growth reflects the live and 


are not more companies offering 

widespread interest of its read MR. GEORGE GAGE, Advertising and Sales reference sets of this kind. Brit- 
: T | F T; Promotion Manager of Sun-Maid Raisin Growers Associa- annica sells more’ encyclopedias 
ers. oday the Xadio Imes tion, says: “"As an advertising medium, Radio Times appeals than any other company, and is 


offers a weekly circulation of 
3,000,000* ... going to one out 
of every four families in Great 


; ppv ; subsidiary, is given 
offers the advertiser high visibility at reasonable cost.’’ place. 8 most direct method of contact at lowest 
Sales figures for the Britannica} cost with largest bona fide list. (Adver 


Britain. It gives more complete 
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7 een a) ; = ee and confirms the terms to avoid\a separate sales organization been 
a March 1937+) Uhus one — /any misunderstanding. The sales|formed to handle it. One of the 
wl tion in the Radio Times ts an — includes the cost of financing | things which Mr. Powell says he 
ie 2 ee a =. ‘ deferred payments, which extend | has learned about the subscription 
on 4 English national campaign for | from 18 to 24 months, and a 6 per 'book business is that a salesman 
Bs a ee a Mi Oe a week. .cent discount is given for cash in| can’t sell two products. Hence the 
# ; , * | advance or advance payments on|new sales force for the junior set. 
x Leading American manufac- | balances. Over 100 salesmen are already 
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turers are using the Radio Times. 


Ask your agency for information, 


to me on three counts: first, it is likely to be well read because 


it carries detailed radio programs; second, each issue has a 


useful life-span of seven days; and third, its small page size 
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|the Britannica at the regular price 
| through your favorite book-seller. 
One of the things which has 
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tiously answered, many of the re-|creasing amount of leisure time 
plies requiring thousands of words.| which the people of this generation 

A copy of the order, signed by|enjoy. Both of these conditions 
| the salesman, must be left with the| make the use and study of books 
purchaser. This is said to be/|logical and desirable.” 
rather unusual in the subscription | The company has a junior Brit- 
book business. In addition, the | annica which has been taking hold 
company acknowledges all orders,| well, although only this year has 
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|established in 1768, and is the old-| ness. 


An encyclopedia is big business. 
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SEE IT!....HEAR IT!.... DONT MISS IT! 


All New! Never Anything Like It Before! 
xk wk Kk * 


The Sensational 4-Star Smash Hit! 


WHAT MAKES 
WOMEN BUY? 


NOW SHOWING AT WEEKLY LUNCHEONS 
BY INVITATION ONLY 


Every Wednesday— 12:30 p.m. Every Thursday— 12:30 p.m. 
HOTEL ROOSEVELT, New York TAVERN CLUB, Chicago 


or group meetings at your office by appointment 


Starting Wednesday, September 7th, and every week thereafter, Sim- 
plicity Prevue’s amazing new presentation, “What Makes Women Buy?” with 
a cast of over 8,000,000 women, will be presented at weekly luncheons for 
executives every Wednesday at the Hotel Roosevelt in New York, and at 
the Tavern Club in Chicago every Thursday. 


More than 5,000 sales, advertising and agency executives, as well as 
prominent advertising clubs, saw our last presentation—"8,000,000 Women 
and You!” It has been called the best put on by any medium during 1937. 
It was advertising’s most talked-about sales presentation. If you saw it, 
you'll be even more interested in “What Makes Women Buy?”—all new .. . 


bigger .. . better! 


“What Makes Women Buy?” is the busy man’s time-saver, because it con- 
denses a wealth of new facts, new figures, new comparisons about America’s 
largest army of women consumers—into a rapid-fire merchandising NEWS 
story. It will give you new selling ideas. No yawns, no naps, no tidgets! 


A swift, fascinating presentation that will excite your sales corpuscles. 


Sensational—yes! But authentic, accurate, revealing. No 1939 marketing 
plan will be complete without its facts. 

Get this story first-hand—NOW., hot off the griddle! Requests for reserva- 
tions for luncheons or group meetings invited. Bookings arranged upon 
application. 

Simplicity’s PREVUE Magazine, 200 Madison Ave., New York, N. Y. 
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Selling the Chain Store Idea 


The chain stores have 
waked up to the seriousness of the 
attacks being made upon them and 
are taking steps to combat the argu- 
ments which made by 
their opponents by presenting facts 
about the contributions 
chains are making to the consumer 
and to the in 
they are located. 


have been 
which 


communities 


which | 


finally |some value, and its presentation by 


a group other than the 
themselves will also give it point. 
But whether this alone will be suffi- 
cient to arouse public sentiment is | 


shapes, 


HOW TO LOSE FRIENDS AND OFFEND PEOPLE 
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"Mr. Bush, I'm with the 


Ad-libbing 


chains | Newest Kind of Sale | 


We thought that retailers of all} 
sizes and characters had | 
long since exhausted the possibili- | 


‘a question which the big chains es-| ties in connection with new names | 


The organization of the American | 


Manufacturers Institute, Inc., com- 
of suppliers of chain store 
merchandise, was reported in the 
Sept. 5 issue of ADVERTISING 
Ace. It will distribute information 
intended to refute charges that 
chain stores are putting independ- 


poses 


ents out of business, and that they | 


milk local communities without re- 
turning anything to them. 

It was high time that the chain 
store companies undertook a defi- 
nite to get their story 
across to the public, which in the 
end will make the decision. The 
California experience seems to indi- 
cate that when consumers under- 
stand the issues involved, they will 
decide in accordance with their self 
interest. On this point the chains 
can make out a very strong case. 

Publicity and education of the 
kind planned by the American Man- 
ufacturers Institute, Inc., will have 


program 


pecially will have to decide in mm 


near future. | 


A broad-gauged advertising cam- | 
paign, signed by chains, and pre-| 
senting without disguise or color the 
plain facts about the economies 
which the chain store method of 
distribution effects in moving goods | 
to the consumer, would come closer 


‘to hitting the bull’s eye of public | 


jopinion than any other one thing. | 


|chain stores is at stake 


The distribution of booklets, no 
matter how well written, is a pretty | 
feeble substitute for a real advertis- 
ing campaign. 

The entire of 


of 


future existence 


In some 


| the legislation being offered for en- 


}actment 


in Congress and the state 
legislatures. There is powerful or- 
ganized support in its behalf. If 
the chains do not make a deter- 
mined, vigorous and well-organized 


counter-attack, some of this adverse | 


legislation is likely to pass. 


Considering the size of the inter- | 
ests at stake, the cost of advertising 
capable of crystallizing public opin- 
ion on this subject would be nom- | 


| inal. 


Advertising at Work 


For the past few months ADvErR- 
AcE has been publishing a 
of based 
the experiences advertisers in 
this of 1928. The purpose of 
the reports has been to demonstrate 
that there 


TISING 
stories 


of 


series success on 


year 


are plenty of opportuni- 


ties for advertising this year, and 
that regardless of current condi- 
tions, the advertiser with a good 


product and the courage to promote 
it can get satisfactory results 

The started with the 
conviction that enough experiences 
of thi 
vide an 


series was 
kind could be found to pro- 
of 


which would encourage ad- 


Impressive array case 


studie 
verti 


ers 


and offset conversation of 
the type supplied so plentifully dur- 


ing a period of recession by Mr 
Lugubrious Blues and his fellows 
Actually our editors have found so 
many stories of success that the se- 
ries has included products in al- 

ost all fields, showing that adver- 
tising, with it flexibility and 


adaptability, has been applied suc- 
cessfully to every type of merchan- 
dising problem 

Since the series was started, busi- | 
ness conditions have shown marked | 
improvement, and 


pessimism has 


been generally replaced with a defi- | 


attitude 


courage 


nite and 
is being dem- 
onstrated in the plans which have 
been reported fall advertising, 
and increased sales volume in most 


of hopefulness 
Enterprise 


for 


lines has justified expansion of sales 
and promotional programs for the 
remainder of the year. 

For this reason the series is per- 
haps not as badly needed now as 
when it was started, but the factual 
material reported has been so valu- 
able that the articles will con- 
tinued. We are hopeful that reader 
finding them not only 


be 
are interest- 
ing and stimulating, but also help- 
ful in defining policies and methods 
that 
1938 


have actually worked during 


UNVARNISHED TRUTH 
Comptroller Lee demands we pay 


25,200.00 


_ 
Chain store taxes by September ist. 
We do not have the money to pay him. 


We cannot borrow it. . 

We intend to raise if by sacrificing as 
fine and complete a stock of furniture, 
rugs, etc. as there is shown in the City 
of Jacksonville. To turn this stock into 
cash means taking a terrific mark-down. 
Discounts of 25 .33 . 40 ,50 and even 
up to 75 offered you for Cash. In 
fact YOU with COLD CASH in your hand 
can set the price. We are turning down 
very few cash offers. 


Yes, we know this is not good business 
but it is either this or go out of business 
and turn the store over to Comptroller 
Lee. (We remember only too well what 
happened to the Whiddon Stores). 

lf you need any furniture or will need 
any in the near future and you have the 
money to lay on the counter come in, 
make your selection and we assure 
that we can get together. | 

Don't forget---as soon as this 

is raised this CRAZY sale will stop. So 
shop now and get your 


share. 
ALDEN 
Po 


THER 


OUT OF THE HIGH @tmT DFS 


and reasons for holding special 
sales, but up pops Chadwick-Ma- 
ther Company of Jacksonville, Fla., 
to confound us with this newspaper 
advertisement announcing a “crazy” | 


sale—a chain-store-tax sale, if you} 
will 

And after reading the copy, 
we're pretty well convinced that 
Chadwick - Mather really means 


what it says. 


Selling Service 


We don’t think many will argue 
against the proposition that “serv-| 
ice stations” actually are in the 
forefront of the businesses which 
take service seriously as a selling| 
point. The major oil companies, and 
many of the independent station 
owners, carry the theory of provid- 
ing useful service to a point which 
most other would 
sider entirely superfluous. 

The story of the remarkable serv- 
ice to tourists provided by Conti- 
nental Oil Company was told in 


businesses con- 


ADVERTISING AGE some months ago; 
now we'd like to call your atten- 
tion to the “long-shot” service 


which Sinclair is supplying. 

“We understand,” said an indi- 
vidually typed letter received in 
this office the other day, “that there 
possibility of your attending 
Financial Advertisers Associa- 


Is a 


the 


| attach 
| indicating a suggested route which 


Ss b= 9 "> a 
} \ S 
eR ~ ° 


Collier's 
Star Novelty people!” 


tion convention in Fort Worth, Oct. 
31 to Nov. 3. That period of the 
year usually abounds in natural 
beauty and points of interest along 
our national highways. Should it 
be possible that you might avail 
yourself of the pleasurable relaxa- 
tion of making your trip via auto- 
mobile, we would like very much to 


|extend to you an invitation to call 


upon the various dealers handling 
Sinclair merchandise 
route to help make your trip a 
pleasant one. .. . On the presump- 
tion that you may decide to make 
this trip by car, please allow us to 
hereto Sinclair road maps, 


we believe will be of interest to 
you.” 

And enclosed was a map of the 
United States, with the route to 


Fort Worth marked in red pencil, 
plus a state map for every state 
along the route. 

Jottings 


We see by the London advertising 


papers that expenditures on adver-| 


tising football! pools for the coming 
season are expected to be about the 


same as last year, and that the lead- | 
ing pools firms are continuing their 


extensive direct mail approach to 


| clients and prospective clients with 


coupons and advertising matter; but 


those firms that also run mail-order 


businesses will not include their 


| advertising matter with the coupons 


as has been the custom in previous 
years... 


No. 1400. Gold Is to Be Found on 


along your | 


September 12, 


— 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency ex- 
ecutive writing on his business let- 
terhead. 


No. 1399. Route 1 to New Car Sales. 


In this new brochure The Ameri- 
can Home not only drives home the 
fact that the automobile is funda- 
mental to suburban living, but 
offers figures to show that American 
Home families “have what it takes,” 


'and are spending money for new 


cars. 


the Gold Coast of Long Island. 
This brochure, issued by Griscom- 


| Woodyard Publications, offers de- 


tailed market data on each of the 
/nine towns covered by the weeklies 
|of this group. Included are popula- 
tion, distance from New York, num- 
ber of commuters, telephones, bank 
'deposits, and a tabulation of afl 
lines of retail stores. A test cam- 
/paign plan in the nine-paper group 
| is described. 

No. 1395. 
Boots. 


Napoleon, according to this story, 
|had a stand-in who wore the em- 
/peror’s new boots until the saueeze 
and squeak were taken out of them. 
In this new brochure, the Mutua! 
Network offers to be boot-breaker- 
in, and displays some representa- 
tive programs developed by Mu- 
_tual’s stations, tried, polished, and 
| ready to put on. 


Napoleon Bonaparte’s 


| 


'No. 1396. High School Rate and 
Data Catalog. 


Richmond Advertising Service, 
| New York, has issued this new edi- 
| tion of its rate and data catalog on 
| the high school market. Informa- 
tion on 615 high school publications 
in 32 states is presented. 


No. 1397. Farmers Aren’t Hicks. 

Farmers today have tastes gener- 
ally identical to those of urban au- 
diences, according to this broadside 
issued by Radio Station WOW. The 
material summarizes a survey of 
station and program preferences 
made in all of Nebraska’s 93 coun- 
ties—the number of interviews 
scaled in each county according to 
population figures. 


No. 1384. Beyond the Skyscrapers. 

This home ownership survey, is- 
sued by The News, New York, takes 
| the reader on a tour through 30 dis- 
| tricts in outlying sections of New 
| York, where more than half of the 
| families are home owners. Tabula- 
_tions show median family expendi- 
| ture, total families, total home own- 


And the Newspaper World of|ers and per cent of home owners, 


London says, in commenting on an 


/announcement by The Radio Times 


that it will hereafter give adver- 
tisers rebates if it does not live up 


to its circulation guarantees: “There 


| with New York morning newspaper 
family coverage in each district. 


| No. 1370. Demonstration Portfolio. 
This portfolio, issued by Interna- 
|tional Paper Company, contains 
|specimens demonstrating the use 
|}of Adirondack Bond “Letterhead 
| Yardstick.” This is a guide to let- 
terhead construction which can be 
| used either in the making of a new 
| letterhead or in the remodeling of 
an old one. 


seems to be a trend towards the 
form of guarantee now adopted by 
The Radio Times. Favourite 
Weekly, the popular national 
weekly to be published by World 
Service, Ltd., has, from the first 
announcement of its rates, made a 
precise rebate offer.’ It’s more 
than a trend on this side of the 
water... 


Michigan Mutual 


ules, 
which 


passing out a neat 


lists all 


and other useful data... 

Frank Stamm, who started Uni- 
versity Student Agency, “an 
serve national advertisers, 
handle sampling 
problems on 
campus. 


practically 


the University of Wyoming. 


of Detroit has 
jumped the gun on football sched- | 
folder 
prominent games, | 
shows the symbols used by referees, 


all- 
student distributing organization” to | 
reports 
that the organization now is able to 
and distribution 
every 
Stamm started the service 
to help him work his way through 


| No. 1382. Brand Preference Survey, 
Little Rock, Arkansas. 


Issued by Arkansas Democrat, 
this study shows the brand prefer- 
ences of housewives in the Greater 
Little Rock market, and covers 


canned foods, soaps, cereals, coffee 
and many other household prod- 
| ucts. 

No. 1383. 1938 I Buy Quiz. 


This analysis of purchasing hab- 
its in the Madison, Wis., market, 
issued by The Madison Newspapers, 
covers brand preferences for food 
and household products, beer, elec- 
tric and safety razors, tobacco prod- 
ucts and dog and cat foods. 
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A PAGE or more in every issue of the modern Farm 


Journal for more than three years—39 consecutive 
months! This has been Firestone’s method of selling 
passenger car, truck and tractor tires to a huge farm 
audience — 1,365,000 Farm Journal families with needs 


and desires, and buying power to fill them. 


Firestone finds in Farm Journal the modern 
approach to farm people—and so does Goodyear, 
Goodrich, Fisk, Ford, Chevrolet, Plymouth, Dodge, 


Oldsmobile, Studebaker, Hudson, Willys, Willard, 
Exide, Ethyl, Socony-Vacuum, American Chain, 


ws NORMAL Champion Spark Plug, Prestone and other leaders 


—— 


in the automotive field. 


FARM BUYING 
POWER 


The index of farm purchas- 


In Farm Journal, their advertisements become 
part of a well-printed, modern magazine, read 
intently by alert farm people. 


ing power is obtained by 
dividing the index of all 


These farmers are buyers! The current index 


of farm purchasing power stands at 106.8 — 


farm income by the index of a 
; nearly seven per cent above normal and within 
prices of things farmers buy. 


Figures are corrected for 1.7% of the corresponding month last year. 
seasonal variation. Thebase 


period (100.) is 1924-1929. 


PPP PPP PEE 


Your market is the farm — your approach 


Farm Journal — for its national circulation offers 


the closest parallel to farm income and rural 


retail sales. 


..FARM 


JOURNAL 


WASHINGTON SQUARE 
PHILADELPHIA - PA. 


GRAHAM PATTERSON, PUBLISHER 


THE NATIONAL NEWS MAGAZINE FOR THE FARM FAMILY 
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CIGARS BRING JOY 


treatment dominates new La 


Pictorial 
Palina newspaper campaign, with mini- 
mum of copy. 


La Palina Depends | 
on Happy Faces 
for Sales Story 


New York, Sept. 6.—Featuring | 
short and snappy copy accom- 
panied by human interest illustra- 
tions of typical American men, the | 
Congress Cigar Company, Newark, 
this week inaugurated a new cam- 


paign for La Palina cigars with 
weekly insertions of 264 lines 
scheduled to appear in 118 news- 


papers from now until Christmas. 
The copy theme, unusual in cigar 
advertising for its simplicity, was 
decided upon after a survey during 
which nearly 3,000 cigar smokers 
were interviewed. Samples of all 
current cigar copy were presented 
to smokers by research investiga- 
tors stationed in cigar stores in a 
number of major cities, and the 
most popular theme was adopted. 
A typical La Palina insertion is 
headlined, “Even if the home team 
loses, I’m happy with my La Pa- 
lina.” Aside from ‘“5e Excellente 
Size,” there is no other copy. The 
rest of the layout shows a typical 
cigar smoker, smiling broadly. 
Marschalk & Pratt, New York, | 
is the La Palina agency. 


“Modern Packaging” 
Starts Annual Contest 


Modern Packaging has announced 
the start of its 1938 packaging 
competition, now in its eighth year 
Closing date is Dec. 15 

The judges will include William 
M. Bristol, Jr., vice-president, Bris- 
tol-Myers Company; George R 
Webber, Standard Brands, Inc.: Neil 
McCash, Kroger Grocery & Baking 
Company; Vaughn Flannery, vice- 
president, Young & Rubicam, Inc:: 
Miss Pauline Arnold, vice-president 
Market Research Corporation of 
America; and Arthur H. Van Voris, 
I. Van Voris & Sons Hardware Com- 
pany. 


Towler and Hoefer 
Advanced by Hearst 


T. W. Towler has been appointed 
business manager of Town & Coun- 
try, New York, succeeding Richard 
\. Hoefer, who has been named 
business manager of House Beau- 
tiful 

Mr. Towler been 
Hearst organization fo1 
Mr. Hoefer for 11 


the 
years, 


with 
ten 


has 


To Woo Fair Visitors 


New England Hotel Association 
has appointed Albert Frank-Guen- 
ther Law, Inc., New York, to han- 
dle a campaign to attract New 
York World's Fair visitor next 
year Posters and car cards will 
be used 

3 , 


AFA First District 
to Meet Oct. 2-4 
in Pittsfield 


Pittsfield, Mass., Sept. 8—Com- 
bining pleasure with business, ap- 
proximately 1,000 members of the 
Advertising Federation of America 
are expected to meet here Oct. 2-4 
for the First District convention 
and a program which includes ad- 
dresses by a wide variety of adver- 
tising experts as well as between- 
sessions golf tournaments, parties 


|and jaunts into the Berkshires. 


slated to address 


are Don 


Among. those 
the conclave 
president of 


ADVERTISING AGE 


George S. Slocum, president of the | Frank A. Carroll, of Pittsfield, is 


| AFA: Kenneth Goode, merchandis-| governor of the First District. 


| promotion 


‘Jerry F. 
| director 


Francisco, | Wendell Budrow, president of the 
Lord & Thomas;| Advertising Club of 


Rec 


Convention headquarters will be 
manager, Bird & Son;|in the Wendell hotel, with clinical 
John C. Watson, advertising direc- | Sessions scheduled for the _Tadio 
tor of the John G. Myers Company, | theater of Station WBRK. This will 
Albany; Prof. William Lyon Phelps, ‘be the nineteenth annual conclave. 
of Yale University; Grover Whalen, | iin anaes 
egypt 4 the bccn eo Werle Seatood Drive to Start 
Fair, eee. ae ee h | The Virginia Game and Inland 
son, director of consumers’ research | picheries Commission has assigned 
for the Fair. _ ; | $1,000 to advertise the seafood in- 
Robert S. Hibbard is chairman) dustry through exhibits at state 
of the speakers’ committee, while | fairs, beginning Sept. 26. 


Burt, sales promotion | 
Hartmann Names Ellis 


of the Pittsfield Electric 
Company, has been appointed gen- Hartmann Trunk Company, Ra- 
eral convention chairman by W. sine. Wis. has appointed y ~~ Al 

K. Ellis & Co., Inc., Chicago, to di- 
rect its advertising. 


15 


ing consultant; Frank Wright, sales | 


Pittsfield. 


Cs. 


° 
o_7 mls 
x L t @ K/ ae 


es 


KDYL Celebrates 

Power Increase 

| Color sections in newspapers, 
_posters and car card exploitation 
will mark a celebration Sept. 13 by 
| Station KDYL, Salt Lake City, of 
|an increase in power. 

| National Broadcasting Company 
and KDYL will originate a coast- 
to-coast show Tuesday night and 
special programs will be presented 
during the following three days. 


To Bozell & Jacobs 


Bozell & Jacobs, Chicago, has 
been appointed to direct the ac- 
count of Beardsley & Piper Com- 
pany, Chicago. Business papers 
land direct mail will be used. Eu- 
|gene A. Mannion is account execu- 
| tive. 
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Will Select Year’ s 
Best 50 Direct 
Mail Campaigns 


Chicago, Sept. 8.—Personnel of 
the committee which will select the 
50 Direct Mail Leaders of 1938 was 
announced today by the committee 
in charge of the Direct Mail Adver- 


tising Association’s convention here | 


Sept. 28-30. The competition choses | 
Sept. 10 and the committee will be- | 
gin its work Sept. 12. 

G. D. Crain, Jr., publisher of 
ApVERTISING AGE, is’ chairman. 
Other members are H. H. Simmons, 
advertising manager, Crane Com-| 
pany; Lyndon O. Brown, director of | 


| F, McKiernan, head of the Chicago 
printing company of that name. 
Candidates for admission to the 


| select list of 50 Direct Mail Leaders | 


| are never numerous in number, be- 
j}cause of the rigid requirements. 

Each entry is virtually a case study 
|of the marketing problems of the 
| business and their solution. 


Florists Name Agency 


Allied Florists Association of Illi- 
|nois has appointed W. Howard 
| Schendorf & Associates, Chicago, as 
advertising agency. Newspapers, 
outdoor, direct mail and point-of- 
| sale advertising will be used. 


. . 
|research, Lord & Thomas; A. W.  Peteenlenuen Promoted 
‘Seiler, president, Cramer-Krasselt | 


_Company, Milwaukee; and George | named general sales manager of | 


Walter F. Bugenhagen has been | 


Aluminum Goods Mfg. Company, 
Manitowoc, Wis., manufacturer of 
Mirro and Viko aluminum cooking 
utensils. Mr. Bugenhagen has been 
with the company for 28 years. 


Perfection to Sackett 


Perfection Products, Philadelphia, 
has named Sackett Advertising 
Agency, Philadelphia, as advertis- 
ing counsel. Business papers and 
direct mail will be used for Perfec- 


| tion’s PocKit file. 


Sullivan to WFIL 


Jules James Sullivan has joined 


the sales staff of Station WFIL, | 


Philadelphia. 


‘Philip Morris Uses 


‘New York Newspapers 


New York newspapers are being 
used by Philip Morris & Co., Ltd., 


New York, in a local campaign | 
stressing the increase in sales of | 


Philip Morris cigarettes for the first 
seven months of this year. 
This is the first newspaper pro- 


40 Announcers 
Go to Atlantic 
‘Football School’ 


motion by Philip Morris since last | 
winter and may be increased to a| 


national schedule later in the fall. 
Biow Company, New York, is the 
agency. 


Tohnston to “Star” 


J. H. Johnston, for the past ten 
years assistant advertising manager 
of the Minneapolis Tribune, has 
joined the local display department 


Today’s shopper is wiser, with a 
growing inquisitiveness ...a tend- 
ency to compare...a desire to 


KNOW THE FACTS. These traits, 


so characteristic of the times, are signifi- 
cant, must be recognized in molding a 
modern magazine’s editorial policy. For, 
modern women know what they want in a 
magazine as well as a product. 


+ + + 


McCall’s meets this challenge directly—be- 
lieving that the first requisite for any good 
product is that it must deliver what people 
want. And, the proof of the pudding is con- 
vineing evidence. Each month, over a million 


Since April, McCall’s has told 
Consumers HOW TO BUY: 


washable fabrics 
vacuum cleaners - eggs - electric ranges 


homes - meat - 


- fruit - linoleum - rayon .- 
struction - wool pile rugs 
tea - refrigerators - roasters - house 
financing - clothes - vegetables - oil 
ranges - washing machines - hosiery 


good con- 
- towels - 


for Buy 


Ing... 


women step up to the newsstand and de- 
mand MeCall’s—300.000 more than any other 
women's service magazine. 


But, mere number of readers is not the 
only guide to a magazine’s value. Rather— 
it's the number of readers who are moved 
to definite action as consumers and buyers. 
Alert, youthful, interested —these readers of 
McCall's are out to get the most and the best 
for every cent spent. And they want prac- 
tical, usable material to guide them. 


Due to its unique format, McCall’s three- 
magazines-in-one for the first time makes 
possible close association between editorial 
and advertising content of similar appeal— 
each complementing the other—each giving 
the other greater strength, greater impact. 

In its April issue, MeCall’s further ex- 
tended its comprehensive editorial depart- 
ments by introducing the “HOW-TO-BUY 
Service.” This feature recognizes the grow- 
ing awareness of consumers—their desire to 
know. It also evidences the alertness of an 
editorial policy which has carried MeCall’s 
newsstand sales past the million mark. 

+ + + 


Of the 214 publisher members of the Audit 
Bureau of Circulation, only six magazines 
are currently credited with over a million 
newsstand circulation. Of these, McCall’s is 
the single representative in its field. The 
McCall Corporation, 230 Park Avenue, 
New York. 


oe OR RRR on 


FMCCA LL'S 
MAGAZINE 


Largest Newsstand Sales of 
any Women’s Service Magazine 


of the Minneapolis Star. 


a 
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Standard Style Set for 
168-Game Radio 
Schedule 


Philadelphia, Sept. 8.—Tuning up 
its broadcasting machinery to feed 
fans in its trading area a record- 
breaking total of 168 intercollegiate 
games this fall, Atlantic Refining 
Company today began a two-day 
session to train announcers in a 
Gefinite and distinctive style of re- 
porting. The school is under direc- 
tion of Les Quailey, sports broad- 
casting specialist of N. W. Ayer & 
Son. 

Forty announcers are taking an 
intensive course under Mr. Quailey’s 
tutelage. This coaching is neces- 
sary, according to Joseph R. Rollins, 
advertising manager of Atlantic 
Refining, because of the habit, said 
to be peculiar to football addicts, 
of picking up half a dozen games in 
the same afternoon. A_ standard 
method of covering the games will 
not only give the greatest informa- 
| tion in the shortest time, but quick- 
ly identify each of these broadcasts 
as sponsored by Atlantic Refining. 


New Network Formed 


The company’s football menu 
will embrace the facilities of 71 sta- 
tions during the season, and cover 
the activities of leading colleges. 
Atlantic Refining has created spe- 
cial networks to carry games which 
will probably be of championship 
caliber. An instance is the Yale- 
Navy game at New Haven Oct. 15, 
which will be broadcast over 22 
stations. The Penn-Cornell fray 
Thanksgiving Day will be aired 
over 18 stations. 

Of the 168 games to be fed to the 
fans, 12 are night games—a new 
factor in collegiate football. The 
night schedule will be launched 
with Albright visiting Temple at 
Philadelphia Sept. 23 and WIP and 
WRAW will carry the games to the 
respective home towns of the two 
institutions. This meeting also 
formally initiates the Atlantic foot- 
ball broadcasting season. The 168- 
game schedule also embraces two 
important high school games. Yale, 
Cornell, University of Pennsylvania, 
Pitt, Ohio State, University of Vir- 
ginia and Georgia Tech will be 
represented on the schedule, Atlan- 
tic holding exclusive rights in the 
majority of cases. 

The ambitious Atlantic itinerary, 
regarded by Mr. Rollins as not only 
the greatest in the company’s his- 
tory, but in that of the game, will 
blanket Atlantic trading areas from 
Massachusetts to Florida in the 
East, and reach Ohio in the West. 
|A heavy newspaper schedule will 


| also be used. 


'PIGSKIN PARADE FOR 
TIDE WATER ASSOCIATED 


San Francisco, Sept. 8.—Entering 
| its 13th consecutive year of sport- 
casting, Tide Water Associated Oil 
| Company (Associated Division) will 
| sponsor no less than 78 West Coast 
|games this season, via the three 
|major networks operating in that 
| section, Harold R. Deal, advertising 
|and sales promotion manager, an- 
nounced today. 

Details of the coverage are being 
ironed out with National Broadcast- 
| ing Company, Columbia Broadcast- 
| ing System and the Mutual-Don 
Lee chain, with Arizona, Nevada 
and Idaho, as well as California, 
| Oregon and Washington being des- 
\tined to receive the outstanding 
games. 

Definite announcement of dates, 
/'games and facilities accorded each 
awaits final signing of the contracts 
with the networks and individual 
| 


| Detroit Agency y Expands 
Rickerd, Mulberger & Hicks, De- 
troit, has enlarged its offices in the 
Maccabees bidg. 
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Flexible Shaft and Legal Bout Looms on 


General Shaver 
Resist Price Cuts 


Regard Reductions As 


Weakness on Part of 


Competitors 


Chicago, Sept. 8—Countering the | 


price cutting moves of several com- 
peting manufacturers made _ ten 
days ago, two makers of nationally 
advertised electric shavers today 
announced that prices on 
products will remain unchanged. 

These are the Chicago 
Shaft Company, maker of the Sun- 


their | 


| 
| 


Flexible | 


beam Shavemaster selling at $15, | 
and General Shaver Corporation, 
Bridgeport, Conn., maker of the | 


Remington at $15 and the Rand at 
$9.50. 

Flexible Shaft had made no pre- 
vious prediction, while an execu- 
tive of General Shaver ten days 
ago characterized the company’s 
attitude then as one of “watchful 
waiting.” 

The former’s official notice that 


EMPLOYMENT 


more persons employed in 
Houston as of June 15, 
1938, than on the same date 
@ yeorago, = 


ae 


BUILDING 
PERMITS Are UP 


Ranking fifth in the nation 
in building for the first 
seven months of 1938, 
Houston's permits are $3,- 
500,000 ahead of the cor- 
responding period of 1937. 


Department of Labor Figures 


SELL 


| 
| 
| 


IT TO HOUSTON 


Shavemaster’s Origin 


7.—The 
filed 


Lion 
suit in 


Chicago, Sept. 
Mfg. Corporation 
federal court here yesterday 
against the Chicago Flexible 
Shaft Company, seeking to re- 
strain the latter from continu- 
ing to manufacture its Shave- 
master electric shaver. It is 
charged that the shaver was 
developed by John Bruecker 
while in the employ of the Lion 
Corporation. Mr. Bruecker is 
now employed by Flexible 
Shaft and is named as a de- 
fendant in the action which 
seeks an accounting of sales 
and payment of damages of at 
least $2,500,000. 

H. C. Wright, president of 
Flexible Shaft, told ADVERTISING 
AGE that this suit “has no foun- 
dation whatsoever,” and that it 
will be vigorously contested. 
“It is quite likely,” said Mr. 
Wright, “that we shall file suit 
for damages ourselves due to 
the radio and newspaper pub- 
licity given the charges made 
by Lion.” 


| several 
,availability to 


it would adhere to its $15 price is 
|contained in a letter recently sent | 


PAY ROLLS 
Are UP 


Houston's total pay roll was 
up 5.1 per cent as of June 
15, 1938, compared with 
the same date a year ago. 


University of Texos Statistics 


SAVINGS 
DEPOSITS | 
. ae 


Leading Texas in dollars in 
savings accounts, Houston's 
savings deposits are 2.0 per 
cent ahead of last yeor, as 
of June 30, 1938. ~ 


PETROLEUM 
INDUSTRY 
Is UP 


Production of crude oil in 
the Houston area is up 6.3 
per cent; refining activity 
is up 23.2 per cent, com- 
pared with last year. 


American Petroleum Institute 


THROUGH HOUSTON’S NO. 1 


For the 
to June 30, 1938, Houston 
department store sales were 
3.0 per cent ahead of the 
some period of last year. 


PORT TRAFFIC 


America’s third seaport, 
Houston’s port commerce in 
1938 is exceeding 1937's 
all-time high record by 
158,307 tons. (First seven 
months. ) 


Houston Port Commission Figures 


all dealers. The company 
plained its decision as follows: 

“We cannot produce Shavemaster 
with powerful brush-type  series- 
wound Universal motor and fast 
cutting precision built head to sell 
at less than $15. Rather than re- 
duce price we prefer to maintain 
tops in shaving efficiency. No price 
change will be made. 


“We fully expected to see what is | 


now taking place. During the last 
few months, shavers that sold pre- 
viously at $15 are now selling all 
the way down to $3.95. Regardless 
of their price reductions, we believe 
many of them will disappear from 
the market. 

“Shavemaster is here to. stay. 
Shavemaster today is by far the 
largest selling electric dry shaver.” 


Full Pages Scheduled 


Continuation of full page copy in 
national magazines plus 
dealers of a new 
demonstrator-display 


erably for Shavemaster, . E. Widdi- 
field, advertising manager, said. 
The display, designed for counter 


| use, offers the shaver ready for in- 


stant use on the prospect’s whiskers. 
A mirror lets him see it in action 
on his own face, while a cross-sec- 
tion view of the shaver, illustrated 
on the display, gives him a visual 


YOU CAN SELL IT HERE 


HOUSTON, TEXAS 


ONE OF AMERICA’S PROSPERITY CENTERS 


DEPARTMENT 


_ STORE SALES 


period of Jenuory 1 


Is UP 


NNECTIONS 


— 
a: 


number 7446 
doy (July 31, 1938) than 
on the some date 


- Southwe-tern 


@ yeor ago. 


T e 
mate elephone — 


NEWSPAPER 


THE HOUSTON CHRONICLE 


LEADS THE STATE IN NATIONAL ADVERTISING 


FIRST IN 


R. W. McCARTHY 


Manager National Advertising 


HOUSTON—IN EVERYTHING 


THE BRANHAM AGENCY 
National Representatives 


are expected | 
to spur fall and winter sales consid- | 


| 


| 
| 
oe 

é 


| 


 Apten ALL, “THE PROOF OF THE 
| PUDDING 15 IN THE EATING”! 


come in and let Shavemaster speak for 
oot promises” Only euh Shavemasrer 
hese Convenient “see-for-yourselt demeunstranons 
he so successlul, Why? Because Shavemaner is the electric 
shave that gew down to basincss aod dues a job RIGHT 
NOW--not sex: week oF the wee 
patented principle that is all ts owe —feamm 
all other electric shavers It has greatet. steady POWER thas 
doesn't swoon when 4 manstze heard comes along kk 
makes friends quickly—wnd sf beeps them. Try Shavermasier 
at your dealer's today. You have 2 treat in store 


wc M APPUANCES MADE 


CHICAGO PLEXIGUD SHATT COMPANY. $542 Roomevelt Rd Chm age, 
Canade Factors V2) Weston Bd Se Toronne Yours Mocking Qealety Prodan 


ACTUAL TRIAL CARRIES CONVICTION 


AVEMASTER 
SPEAKS FOR . 


Seubeam MIXMASTER, IRONMASTER, COPFEEMASTER, SILENT AUTOMATIC TOASTER, CLIPMASTER, erc 


Full-page magazine copy this fall will merchandise Shavemaster's dealer display 
stand which invites the prospect to try out the electric razor and convince himself 
of its efficacy. 


insight of its major selling points. 
This display, Mr. Widdifield said, is 
available to dealers on a “deal” 
basis. 

The national magazine campaign 
which began Aug. 22 will be con- 
tinued through Christmas. Full 
pages in black and white are be- 
ing used in Collier’s, Esquire, Life, 
The Saturday Evening Post, and 
Time. Copy stresses the “try it 
yourself” appeal made possible by 
the new demonstrator display, and 
also emphasizes that the shaver 
“gets down to business and does 
a job right now, not next week or 
the week after.” Perrin-Paus Com- 
pany is the agency in charge. 

General Shaver also issued a let- 
ter to its distributors and dealers 
regarding adherence to its present 
prices. In this notice, E. V. Hickey, 
general sales manager, asserted that 
any change in the present price 
scale would necessitate elimination 
of certain refinements developed 
after four years of research. Mr. 
Hickey pointed out that the 1939 
model of the Remington shaver is 
priced at $15, a figure $1 less than 
that of the first model which ap- 
peared a year ago. : 

Evidencing consumer acceptance 
of the new model, he said, are these 
facts: “Our production is 980 per 
cent oversold; our factories are 
working three shifts daily and our 
sales are running at the rate of 
$9,000,000 per year.” 

The price reductions on 
shavers previously 
cluded the following: 
Shaver Corporation reduced its 
price on the Schick to $12.50 from 
$15, while Progress Corporation 


reported in- 


Shaver to $7.50 and 


| Rintipiipdpatiamaaa 
‘Starts Radio Campaign 
Peter Paul, Inc... Naugatuck, 
|Conn., has launched a radio cam- 
paign on the Pacific Coast for Ten 
Crown gum. Emil Brisacher & 
Staff, Los Angeles, handles the ac- 
count. 


“Register” Joins Group 


Daily Register, Clarksdale, Miss., | 


| has joined the Mid-South 
|publishers’ representatives 
| Memphis, for national 
| tion. 


Dailies, 
group, 
representa- 


. 3) “” s 
‘Special “Item” Section 
The New Orleans Item-Tribune 
issued a special eight page section 
| Sept. 1, in connection with the 
opening of a new Walgreen drug 
store. 


| 


other | 


Schick Dry | 


sliced its $15 price on the Lekto- | 
lowered the | 


Roto-Shaver to $12.50 from $18.75. | customers: + * * 


| 
| 
| 


| phia, 


Young Lithographers 
to Hear Ullman 


Young Lithographers’ Association, 
New York, will present Martin Ull- 
man, designer, as the speaker at 
its first meeting of the season Sept. 
29 at the Advertising Club. 

McCandlish Lithograph Corpora- 
tion’s motion picture, “The Making 
of a 24 Sheet Poster,” and Modern 
Packaging’s sound and color movie, 
“Over the Counter and Off the 
Shelf,” will be shown. 


Sellers Names Myers 


William Sellers & Co., Philadel- 
manufacturer of machine 
tools, has appointed Willard G. My- 
ers Advertising Agency, New York, 
to direct its advertising. Business 
papers and direct mail will be used. 


Furman Moves 

Norman B. Furman, Inc., New 
York, foreign language radio adver- 
tising agency, has moved to 117 W. 
46th street, New York. 
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NEW YORK FAMILIES 
REALLY BUILD VOLUME MARKETS? 


The answer to this question — complete, authoritative, illuminat- 
ing — leaps from the pages of the Consumer Purchase Survey, just 
completed by the Department of Labor: 


Volume markets in New York are built on the 
purchases of families of above-average income. 


The chart below, based on these new findings, tells the story: 


COMPARISON OF EXPENDITURES 
OF NEW YORK CITY FAMILIES DIVIDED INTO HALVES BY INCOME 


UPPER 50% 
64°, 64°, ° ° 
INCOME . 70 /o 70 % ° ° ° 
HALF sities 170 78%, 879, 
, 
50%, ey: “th ms i : 
: > 30° 30° esas . , 
. | ae ae z 5 a : 26h 23", ay 13% 
White 
: Total Personal House . , 
— Food Tobacco Expense Gere Furnishings Clothes Recreation | | Automobiles 


This chart points out a basic reason for The Times tremendous 
advertising productivity in the New York market. The Times 


large volume of circulation is chiefly concentrated in the active- 
buying half of the market — the half that builds volume and prof- 
its. Advertisers’ recognition of this fact has made The Times New 
York's advertising leader continuously for 20 years. 


The New York Cimes 


“ALL THE NEWS THAT’S FIT TO PRINT’ 


THESE GOVERNMENT FINDINGS CORROBORATE FINDINGS OF THE NEW YORK TIMES MARKET RESEARCH DEPARTMENT ABOUT 
THE SALE OF ADVERTISED PRODUCTS IN NEW YORK. A SUMMARY OF THE CONSUMER PURCHASE SURVEY FOR NEW YORK, 
PREPARED BY OUR MARKET RESEARCH DEPARTMENT, WILL GLADLY BE SENT TO INTERESTED EXECUTIVES UPON REQUEST. 
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September 12, 193, 


Voice of the Advertiser 


‘ene Is Glorified in 
Coffee Advertising 


To the Editor: It is not unusual 
for all the members of this agency 
to read each copy of ADVERTISING 
AcE with interest from beginning 
to end, but the issue of Aug. 22 
held two particular points of inter- 
est for us. One was the reproduc- 
tion, on page 16, of an ad for Pearl] 
beer. We are familiar with and 
have admired this series, whose 
theme is Texas, its accomplish- 
ments, and points of interest. The 
other item which drew our atten- 
tion is on page 14, a reproduction 
of an advertisement for Becker’s 
beer with its theme of the West, 
tied up in timely manner with the 
annual rodeo season. 

After seeing these advertise- 
ments, we feel moved to pass on 
to you, for such interest as they 
might have for you, reprints of two 
series of advertisements which 
were prepared and placed by this 
agency for its client, The Duncan 
Coffee Company, whose two coffees, 
Admiration and Bright & Early, are 
the leading sellers in the South- 
west. 

The Duncan Coffee Company is 
essentially and entirely a Texas in- 


stitution. It was organized in 
Houston in August, 1918. From a 
very modest beginning, it has 
grown to one of the largest inde- 
pendent coffee concerns in the 
United States. The company has 
had no desire to extend the field 


of its distribution beyond Texas, 
except to a few points in other 
states close to the Texas border. 


PEACE... 
Cand WELCOME > 


A 


een s eal pee ‘The Slnstretion 


+e omen pon 6 te bw 


Oe a alia ‘a ow 
ree ee OR ere of Oe eet 
Tey & pe her sew ee 


aes tele 


COFFEE 


aight y 


OF Nien = 


ADMIRATION 


prumlead of eee 


eee kee 


During these 20 years, a great 
deal of Duncan Coffee Company 
copy has carried a theme pertain- 
ing to Texas. It has been the de- 
sire of our client to aid, in ways 
left open to them by advertising, 
in perpetuation of the traditions 
which have gone far to make Texas 
unique among the states of the 
Union. All copy used by them for 
the first half of the current year 
has been devoted to this idea, with 
two distinct themes. 

The first of these two series, 
given publication in February 
this year, is devoted to the 
boy ballads of the old West, 
mortal songs by authors unknown. 
In these we used extracts 
the well-known 
The illustrations themselves, inci- 
dentally, were done by a young 
man who has himself lived the life 
which he portrayed. 

The second series, 
chronologically, have 
has tried to present 
the romance and glamor of the 
Spanish occupation of Texas, which 
is the foundation of the Texas of 
today and of which the missions 
are the most tangible evidence 

It has been very gratifying to us 


first 
of 
cOoW- 
im- 


which should, 
been the first, 


that we were obliged to have these 
reprints made because of the re- 
quests which came to us for them 
These reprints have found their 
way into libraries and schools, as 
well as having been requested by 


private individuals. 


H. Wirt STEELE, 
President, Steele Advertising 
Agency, Houston, Tex 


} 


from | 
Lomax collections. | 


This department is a reader's forum. 


Letters are 


welcome. 


NAVY WINS IN POPULARITY 


acs | 
a | 
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HEEKIN CAN} 


Plus Meakin Personal & 


-but YOU'RE in 


HIGH SPEED 


Ashore! 


PEAR of the SEASON to Fou! 
“WATIONAL” will help . with constant 
veadiness to SERVE . with quick CAN 
delivers: with sccerete mechanics! 


sepper! and techase! advice! 


NATIONAL 


CAN CORPORATION 


A pair of copywriters had the same bright thought for a copy theme, and as 
fate would have it their brainchildren appeared on the same sheet of paper 
(opposite sides, of course) in a magazine. 


—— . — 


The Uniform Gets ‘Em 


To the Editor: As we fully enjoy 
and carefully scrutinize each issue 
of your publication from one end to 
the other every week—we thought 
that the enclosed back cover re- 
moved from Canning Age might 
offer you somewhat of a smile. It 
seems that two can companies evi- 
dently went to sea at the same time, 
and being at sea together, I believe 
they naturally tried to get as close 
to one another as possible. 

R. C. FERGUSON, | 
J. L. Ferguson Company, 
Joliet, Il. 


v8 | 


Hawaiian Angle on 
Woodbury Advertising 

To the Editor: We have noticed 
on page 29 of your Aug. 1 edi- 
tion an illustration under the cap- 
tion “Woodbury Localizes Advertis- 
ing in Japan.” 

We are quite certain 
caption, together with the lines un- 
der the illustration, will lead your 
readers to feel that the population 
of Hawaii is principally Japanese. 

According to the estimates of the 
Bureau of Vital Statistics, made in 


that this 


June, 1938, the total population of 
Hawaii is 411,485 persons. Of this 
population, 328,175 are citizens 

approximately 80 per cent of the 
population. Only about 9 per cent) 
are Japanese of the old school, who 
speak the Japanese language and 


read Japanese newspapers. 

The two leading publications in 
Hawaii are the Honolulu Star-Bul- 
letin and the Honolulu Advertiser. 
Both have considerably larger cir- 
culation than any of the foreign 
language newspapers. Both are 
printed entirely in English. 

The two so-called Japanese news- 


ean indians 
To the Editor: In 
weekly issue of ADVERTISING AGE I 
many good laughs which come 
from the errors of the makeup man. 
In a recent issue of our paper we 


reading your 


see 


all had quite a chuckle when the 


j}attached “bust” appeared 
C.LirF MAppox, 
Globe-News, Amarillo, Tex. 


something of | 


| papers are published half in Japan- 


ese and half in the English lan- 
guage. 
Whereas the circulation of the 


Star-Bulletin is over 30,000 daily, 
the circulation of Japanese news- 
papers is around 13,000 daily. 

We are giving you these facts in 
order that you may know that al- 
though the Woodbury schedule pub- 
lished in one of Honolulu’s oriental 
papers is interesting in appearance, 
its importance in the advertising 
picture in Hawaii is comparatively 
small. 

PORTER DICKINSON, 

Advertising Manager, Star-Bul- 

letin, Honolulu. 
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Questions Figures in 
Insurance Story 


To the Editor: On page 19 in 
your recent issue you carried a 
story entitled “Life Insurance ‘Ex- 
pose’ Will Key New Drive” in 
which was described the advertis- 
ing activities of the National In- 
stitute of Research and Econom- 
ics. Because the subject matter 
and the statistics quoted therein 
were of intense interest to the en- 
tire field of life insurance, which 
our Life Insurance Courant serves 
as a trade paper, we used your 
story as a basis for an article which 
appeared in our August edition. A 


tear-sheet is enclosed showing our | 


treatment of the subject. 

Since the appearance of our 
article, we have received a commu- 
nication from the president of a 
prominent Eastern life insurance 
company in which he tells the re- 
sults of an inquiry made by him 


DEVELOP YOUR BUS 


My method wil) mvid flat 
smal) Or sagging breasts to 
full, firm, youthful con- 
tours. RESULTS GUAR- 
ANTEED or money re- 
funded. G@armiess — per- 
manent. 
$1 large jar PROFORMA 
creme, 14 applica- 
tions. Free tnstructions. 
ZOLA MARGUARITE 
P. O. Box 128 


Capitol Hill Station, Department G 
Denver, Colo, 


WE DE 


With Fresh Developer Daily 


613 Taylor 


Throughout Development. 
WORK GUARANTEED OR NO CHARGE, 
"Give Us a Trial and Note the Difference.” 


MURRY WATTS STUDIO 


VELOP 


by Hand and Watch Them 


Phone 2-2756 


;seem that there is some reason to 


| 


/surely seem that this life insurance 


of his company’s agents in the city | 
of Rochester, N. Y. For peculiar | 
reasons the reactions of his 
company’s policyholders to the fal- 
lacious arguments presented in the 
book “Behind the Scenes of Life 
Insurance” should have been 
slightly more unfavorable’ than 
those of most other life insurance 
companies. Yet his company’s 
agents at Rochester had only one 
inquiry from a policyholder in that 
city! 

From this experience it would 
| doubt the test figures quoted in 
|your story. If the book actually 
did have 1,100 sales resulting from 
a single advertisement, it would 


ecmpany, which has a fair percent- 
age of policyholders in Rochester, 
should have had more than one in- 
quiry. Under the circumstances, 
we wonder if you would disclose 
to us the source of the statistics 
quoted in your article? 
Howarp W. FLITCRAFT, 

Editor, Life Insurance Courant, 

Oak Park, IIl. 

|Editor’s Note: The figures 
quoted in this story were those of 
the National Institute of Research 
and Economics. | 


+. @ @ 


Junior Ad Clubs 


To the Editor: In your Aug. 8 
issue, under “Voice of the Adver- 
tiser,”” Samuel J. Cohen wrote that 
he would like to get a clipping of a 
previous article that appeared rela- 
tive to the “increasing interest in 
junior advertising’: clubs and the 
‘youth movement’ in advertising.”’ 

May I also ask for a reprint of 
that article. 

Being a graduate student in ad- 
vertising and marketing research at 
Northwestern University, I am 
deeply interested in the junior ad- 
vertising clubs and their activities. 

If it is at all possible will you be 
kind enough to give me the names 
of one or more “junior advertising 
clubs” in Chicago. 

CHARLES E. WOLFF, 


2839 N. Whipple street, Chicago. 


— — —_— 


Praises Policy of 


Photographic Service 

To he Editor: The adv ertisement 
of H. Armstrong Roberts in your 
superior publication so attracted my 
attention with its outline of “stoc,» 
photo resources that as a Student 
of advertising, I felt it would }, 
educational to approach them 
learn something of their work 

Needless to say, I was receiveg 
with the utmost attention an, 
courtesy as I have been on all ocea- 
sions of contacting any Chicago firp 
regarding advertising material: they 
all are very helpful and considera, 
to the student and beginner seekjy 
information and education. 

But in this particular instance, | 
would like to go further and pay 
tribute to the policy of Mr. Robert: 
in handling his pictures as ex. 
pressed in the back of his file cata. 
logue where he reserves the right to 
restrict the use of his materia] jp 
such a way that no public or 
social embarrassment will result to 
his models from the use of thei) 
photographs in an unbecoming or 
questionable manner. 


JAMES R, LYTLE, 
Chicago 


and 


1g 
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Zipper Cap 

To the Editor: In your column 
“Rough Proofs,” in a recent issue. 
you referred to a brewer who has 
equipped his bottle with a zipper 
cap. 

Can you tell me, without betray- 
ing any confidence, just who the 
brewer is or who manufactures the 
caps? I'll appreciate it a lot. We 
are interested in the cap and not 
the account insofar as advertising is 
concerned, so there shouldn't be 
any question on that score. 

Jos. E. ScHMirt, 

Jimm Daugherty, Inc., St. Louis, 


Mo. 
[Editor's Note: The zipper cap 
user referred to was Minneapoli 


Brewing Company, 
the closure on Grain Belt beer. Thx 
cap was developed by Alka-Ca 
Machine Company, New York.] 


“THE PERSONNEL OF OUR 
NATIONAL ECONOMIC JURY” 


“The workings of the American business system are to 


be examined microscopically by the new Temporary 


National Economic Committee. 


On that committee 


sit twelve good men and true, aided and co-ordinated 


by an executive secretary. 


Many of them speak with 


the deep voice of assurance in the political and adminis- 


trative council of the nation; 


nence in their respective fields. 


all have achieved emi- 


It is our Blue Ribbon 


Economic Jury, cast by the times to distinguish in a 


preparatory way the good and bad performances of out 


topsy-type model of competitive enterprise... . 


hold the potentiality of 


future of the country.” 


—From an article in the 


the background, political and legislative history, 


some indications of the 


bers of the Committee. 


affecting tremendously 


They 


the 


September number, giving 


and 


social philosophies of the mem 


Copies will be sent to anvone interested. 


DUNS REVIEW 


UBLISHED BY DUN & BRADSTREET INC 
NEW YORK HICAG 
REACHING CHIEF EXECUTIVES OF LARGE CORPORATIONS 
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New Pepsodent Air 
Show Will Make 


Debut Sept. 27 


Monday evenings, from 8 to 8:30. 
United States Advertising Corpora- 
tion, Toledo, has the account. 


Woodbury Shows Renewed 


Jergens - Woodbury Sales Cor- 
poration has renewed “Hollywood 
Playhouse” for Woodbury soap and 
cosmetics, and “Jergens Journal” 
for lotion, soaps and perfumes, ef- 
fective Oct. 2. Both programs are 


Noxzema to Take On heard over 64 NBC Blue stations 


Prof. Quiz Program 


Next Month 


New York, Sept. 7. — Pepsodent 


Sundays, the first from 9 to 9:30 
p. m., and the second from 9:30 to 
9:45 p. m., EST. Lennen & Mitchell, 
Inc. handles the account. 


Luckies Signs Kyser Again 


bacco Company for Lucky Strike 
cigarettes. The program is broad- 
cast Wednesdays from 10 to ll 
p. m. EST. Lord & Thomas is the 
agency. 


Richter Appointed 

Frank Richter, formerly editor for 
the council on pharmacy and chem- 
istry of the American Medical As- 
sociation, has been appointed assist- 
ant editor of Rock Products, Chi- 
cago. 


Horse Show Number 


The Rider and Driver will issue 
its annual Blue Ribbon and Na- 


Inland Prexy 
Writes Customers 
Letter on Steel 


Chicago, Sept. 8.—To let the cus- 
tomers know that the company’s 
new continuous strip mill was in 
operation, P. D. Block, president of 
Inland Steel Company, wrote them 
a letter on one of the first sheets 
rolled by the new equipment. 

Mr. Block and Keith J. Evans, 
sales promotion manager, said that 
they were not trying to popularize 
steel sheets as a substitute for sta- 


: : , 
letter was lithographed with high 


visibility. 

Mr. Evans modestly admitted that 
the recipients of the letter were 
pleased. 


KXOK Starts Sept. 19 


Station KXOK, St. Louis, oper- 
ated by the St. Louis Star-Times, 
will begin broadcasting Sept. 19. 
It will operate independently, with 
programs for the most part being 
original presentations written and 
produced in its studios. These are 
located in the new Star-Times bldg. 
Walter E. Weiler is sales manager 
for the newspaper’s radio properties 


Company will sponsor a new pro- 
gram over the NBC Red network, 
beginning Sept. 27, to be called 
Pepsodent Presents Bob Hope.” It 
will be heard over 52 stations on 
Tuesday from 10 to 10:30 p. m. EST. 
Lord & Thomas, Chicago, is the 
agency. 
Noxzema Sponsors “Quiz” 


Noxzema Chemical Company, 
Baltimore, goes on the air Oct. 1 
with the “Professor Quiz” program. | 
It will be heard Saturdays, from 
8:30 to 9 p. m., EST, over the 
CBS network. Ruthrauff & Ryan 
has the account. 


Kreml Gets Heatter 
| 


Gabriel Heatter, news commenta- 
tor, has been signed by R. B. Sem- 
ler, Inc., maker of Krem] hair tonic, 
for a 15 minute program over the 
Mutual network starting Oct. 4. He | 
vill be heard Tuesdays, from 9:45 

10:00 p. m., EST. 


Renews “Helen Trent” 


American Home Products, Inc., 
Jersey City, has renewed “The Ro- 
mance of Helen Trent” for Edna 
Wallace Hopper cosmetics and Hill’s 
nose drops, and “Our Gal, Sunday” 
for Anacin and Kolynos toothpaste. 
3oth are heard five days a week, 
Monday through Friday, over the | 
CBS network, the former at 12:30 | 
ind the latter at 12:45 p.m. Black- | 
ett-Sample-Hummert is in charge. 


Mystery Show Back 


“The Shadow” will return to the 
air Sept. 25, under the sponsorship | 
it Delaware, Lackawanna & West- 
ern Coal Company. Program will 
be heard over the Mutual network | 
Sundays, from 5:30 to 6:00 p. m. | 


Bible Institute Starts 


Moody Bible Institute, Chicago, | 
has signed up for a Sunday pro- 
gram, to be heard over a special 
Mutual network, from 2 to 2:30 
p. m. Critchfield & Co., Chicago, 
has the account. 


Pond’s Continues Weekly 

Lamont, Corliss Company has re- 
newed “Those We Love” for an- 
ther year beginning Oct. 3. The | 
program is heard over the NBC 
Blue network Mondays, from 8:30 
lo 9 p. m., EST, for Pond’s creams | 
and face powders. J. Walter 
Thompson Company handles the | 
ccount, 


General Foods Sponsors Brown 
Joe E. Brown will headline a 
eekly half-hour broadcast for Post 
loasties, over 73 CBS stations start- 
Oct. 8. The program, to be 
eard Saturdays from 7:30 to 8 
i., Will be the seventh CBS net- 
show sponsored by General 
is Corporation. Benton & 
les is the agency. 
Brewers to Carry On 
‘ewers’ Radio Show Association 
renewed its “Monday Night 
’ over the CBS network. The 
rogram will continue to be heard 


ues 


Ce Miss Stark” (Hays-MacFarland & Co.) 


One nm « 
rket WMBD 
Nat'l. Reps 
Free & Peters, 
Inc. 


MEMBER € BBS NETWORK 


tional Horse Show number just 


“Kay Kyser’s Musical Klass and} pyjor to the opening of the horse 
|Dance” has been renewed over 85| show in Madison Square Garden, 
NBC Red stations by American To- | New York, Nov. 5 


His name wy 


@ L. ATWILL PERKINS is the name on the outer 
door of a very, very Esquirish suite of offices in upper 
Manhattan. The name means everything or nothing to 
you, dependent on your proximity or distance from 
real estate promotion. To owners of languishing sub- 


divisions it is a magic name. 


Some people say L. Atwill Perkins has made millions 
out of real estate auctioneering. Others say a million. 
Everyone says he has made a barrel of money. But those 
who know him well don’t call him L. Atwill. It’s ‘‘Old 
Crowds” Perkins behind his back; ‘‘Crowds,"’ which he 
likes, to his face. 


From Flushing to Florida, through fat and lean years 
alike, he never had but one answer to the question 
“Can you sell it?’’ “Get me the crowds, I'll get the 
contracts.’’ He believes in crowds, loves crowds, can 
talk to crowds, can sell crowds. He learned that early 
in life. 


Up in the Ozarks where he lived in his younger days 
he was neither L. Atwill nor “Old Crowds.’ He was 
just plain ‘‘Lem”’ and they’ll still tell you he was the 
“‘sellin’est fool in 17 counties."” He could coax and 
cajole dollars out of purses that hadn't seen the light 
of day since the Civil War. 


The old inhabitants are laughing yet over the 
Market Day in town when he sold Old Man Wilson 
his own mule. ‘‘Dogged if them purty words of his’n 
didn’t plumb hypnertize me,” explained the owner. 


Lem is best remembered as the first man ever to 
bring a calliope into the Ozarks. He bought it from a 
stranded circus, a wheezy broken-down old contraption 
that scared horses and startled the natives. Startled 
them into following it to auctions, startled them into 


crowds. That was all Lem wanted. He always said “I 


tionery, but sending the missive to 


5,000 executives of steel-using com-|stations in St. Louis. Weed & Co. 
panies as a novelty. Mr. Block’s|is national representative. 


which also include Station KFRU, 
Columbia, Mo., and two short wave 


Lem 


(s 
Re 
\ 


~ 


cain’t sell for peanuts to one or two fellers, but I’m a 
heller in a crowd.” 


The basic lesson that crowds make sales made it a 
short step from Lem selling horses and mules and farms 
to L. Atwill selling subdivisions. The same lesson has 
transformed many a business. People make markets. 
It pays to concentrate your sales fire where crowds 
congregate. 


In Oregon business thrives in and around Portland 
where the people of the state have concentrated in 
crowds. Portland is the ONE metropolitan city of 
Oregon. Within its 40-mile trading territory more than 
half of Oregon's families live—work—and spend their 
money. 


In this area the daily Journal reaches 9,456 more fam- 
ilies than the second paper, 31,345 more than the third. 
Little wonder that more and more advertisers are con- 
centrating their advertising in thé Journal to sell this 
concentrated market. Media Records say that the 
Journal led the second paper by 1,153,258 lines in the 
first 7 months of this year. An avalanche of proof, it 
seems, that here in this thickly populated market 
the Journal has offered them an outstanding sales 
opportunity, offers you a similar one. 


THE JOURNAL 


PORTLAND-OREGON 


REYNOLDS-FITZGERALD, INC.— National Representatives 
NEW YORK «+ CHICAGO «+ PHILADELPHIA *# DETROIT ™ 
SAN FRANCISCO + LOS ANGELES «+ SEATTLE 
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Velure National 
After Four Years 
of Testing 


New Product Will Be 
Promoted With Pre- 


mium Offer | 


Chicago, Sept. 8.—Using a new | 
product of a nationally known man- 
ufacturer as a premium, Bauer & | 
Black today announced release for | 
October appearance of its first na- | 
tional campaign on Velure, its non- | 
alkali, fast aeting hand lotion. Back 
of this statement lies the story of 
one of the longest testing campaigns | 
in advertising history, lasting four 
years and penetrating to almost 
every section of the country during 
that period. 

The premium which will accom- 
pany Velure on its invasion of the 
national field is the new Kleinert 
chiffon rubber mitten. One pair of 
the 25-cent mittens will be given 
with every purchase of 60-cent 
Velure. Trade advertising is tell- 
ing the druggist that he can now 
offer his clientele an 85-cent value 
for 59 cents and make 35 per cent 
on the transaction. 


Unusual Premium Deal 


Kleinert chiffon rubber mittens, 
designed to protect the housewife’s 
hands during her daily chores, have 
not yet been offered to the public by 
the maker. As the result of an 
agreement with Bauer & Black, I. B. 
Kleinert Rubber Company will re- 
frain from introducing its new prod- 
uct until the premium offer has ex- 
pired. In the meanwhile its new 
item is being accorded preferred po- 
sition in Velure copy, which is re- 
lieving Kleinert of the introductory 
problem. On the other hand, the 
Kleinert name backed by that of 
Bauer & Black assures the latter of 
an enthusiastic response to its offer. 

The magazine schedule includes 
The American Weekly, Good House- 
keeping, Macfadden Women’s 
Group, McCall’s and This Week. On 
the newspaper list are the Chicago 
Tribune, Denver Post, Des Moines 
Register and Tribune, Kansas City 
Star and the Louisville Courier- 
Journal and Times. Blackett-Sam- 
ple-Hummert, Inc., is the agency. 


EAA to Meet Sept. 12 

The Chicago chapter of the Na- 
tional Industrial Advertisers Asso- 
clation—the Engineering Advertis- 
ers Association—will hold its first 
meeting of the new season Sept. 12 
at 6 p. m. in the Electric Club, 
located in the Civic Opera bldg. 
The program features Mason Brit- 
ton, vice-chairman, McGraw-Hill 
Publishing Company, and R. B. 
Hebb, public relations department 
of Swift & Co. 


Commissions to Marchand 


The Marchand Diorama Studios, 
Mt. Vernon, N. Y., has been named 
to construct dioramas for the United 
States Steel Corporation and the 
United States government. 


Brokstad Joins B&W 

Harold Brokstad, formerly head 
of Brok Studios, Chicago, has been 
appointed art director of the Behe] 
& Waldie Advertising Agency, Chi- 
cago 


Woolen Mills Guarantee 
Blankets Against Moths 


A written guarantee protecting 
blanket buyers against moth-eaten 
blankets for six years will be fea- 
tured by Portland Woolen Mills, 
Inc., Portland, Ore., in a color page 
to run in the October issue of 
Sunset. 

A second page opposite the color 
page will contain names of dealers 
in the West who carry Wool o’ the 
West blankets. Botsford, Constan- 
tine & Gardner is the agency. 


Strunsky in New Post 


Robert Strunsky, formerly with 
R. H. Macy & Co., has been ap- 
pointed chief copywriter for L. 


Summer Slump 
Cuts August Linage 


in Business Papers 


Chicago, Sept. 8—The summer 
slump and unsettled business con- 
ditions are reflected in the August 
totals for business paper advertis- 
ing, released today by Industrial 
Marketing, which show that copy in 
industrial publications declined 
24.97 per cent; in the trade group, 
29.52 per cent, and in the class 
group, 26.42 per cent. 

Seventy industrial publications 
carried 4,628 pages during the 
month as compared with 6,168 in 


VEN when you tell of it briefly, the suc- 
cess of the grass called Lespedeza makes 
quite a story. Just a few years ago there was 
not an acre of it on any farm in America. 
Today there are over 30,000,000 acres. 
Growing unheralded in a government ex- 
perimental plot, it looked like just the kind 


August, 1937. Trade publications 
dropped to 998 pages from 416, 
while the class group carried 454 
pages as compared with 617 in the 
same month last year. 

For the first eight months of the 
year display volume was down 13.9 
per cent in the industrial group; 
17.38 per cent in the trade group, 
and 16.12 per cent in the class 
group. 


Triad Is 25 


The Triad League, organized in 
1913 by George Burton Hotchkiss 
and a group of New York Univers- 
ity students as an undergraduate 
advertising club, is celebrating its 
25th anniversary. 


eee 
—$ 


U. of C. Repeats Course 

The College of Commerce ang 
Engineering of the University of 
Cincinnati will again offer a certig. 
cate course in advertising, Starting 
Sept. 26. 


Hugo Promoted 

J. E. Hugo has been appointeg 
central district sales manager of the 
merchandising division of Westing- 
house Electric & Mfg. Company, 
Cincinnati. 


Hartman Gets Wanzer 


Sidney Wanzer & Sons, Chicago, 
dairy products, has _ appointed 
George H. Hartman Company as 
agency. The company serves the 
metropolitan Chicago area. 


FAIRCHILD AERIAL SURVEYS 


of forage crop and soil builder that was 
badly needed in the South. So Country 
Gentleman said so, and kept on saying 8°: 
What happened to Lespedeza is what has 
always happened to ideas sponsored by 
Country Gentleman. 
It is a simple fact that no cause backed 
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Now York Victor 
in Fight Against 
Aerial Copy 


New York, Sept. 7.—The fourth 
round in the “battle of the flying 
pillboards” here has been completed 
with the city, Mayor F. H. La- 
Guardia, and Police Commissioner 
Lewis H. Valentine getting the 
iudge’s verdict in the suit brought 
py the S. S. Pike Company, opera- 
tors of a fleet of planes which tow 
advertising banners. 

This company sought a tempor- 
ary injunction to prevent the city 
from enforcing its ruling against 


| this type of aerial advertising. 

Round one in the month-long 
controversy was the mayor’s arder 
revoking licenses to planes and 
pilots for banner advertising in the 
sky, as the result of a near accident 
when one of the Pike planes was 
forced to land on a crowded Coney 
Island beach. 


Continued to Operate 

Round two was the Pike firm’s 
application for an injunction, and 
round three its defiance of the city 
in continuing to operate despite the 
ban. 

The court denied the application 
for an injunction, declaring that the 
city’s ban “is a proper and valid 
exercise of police power.” 


Freer Reappointed 
to FTC Post for 


Seven-Year Term 


Washington, D. C., Sept. 7.— 
Robert E. Freer, of Ohio, whose 
experience as member of the Fed- 
eral Trade Commission has given 
him a wide acquaintance with 
executives in many branches of 
business and industry, yesterday 
was reappointed a member of the 
FTC by President Roosevelt. Com- 
missioner Freer, now vice-chairman 
of the FTC, was first appointed in 
1935. 


by these pages has ever failed to take hold. 

Even more important to industry than 
Country Gentleman’s near 2,000,000 circu- 
lation... more important than its strategic 


place in the biggest and most stable single 
market in America... is this many-times 


proved power to move 


its people to action. 


year term. He is one of the two 
Republican members of the FTC, 
the other being Col. Charles H. 
March, of Minnesota. 

Mr. Freer is at present in San 
Francisco where he is presiding at 
a trade practice conference of the 
wine industry held under the aus- 
pices of the FTC. 


Joins Kastor as 
Radio Director 


M. H. Peterson has joined H. W. 
Kastor & Sons Advertising Com- 
pany, Chicago, as radio director. 

Mr. Peterson formerly held the 
same post with Blackett-Sample- 


His reappointment is for a seven- | Hummert, Chicago. 


POWER TO MOVE PEOPLE 


POWER TO MOVE GOODS 


UNTRY GENTLEMAN 


NATIONAL SPOKESMAN FOR AGRICULTURE 
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Buton's will pay tee dollen ’ 
tor way sccoptsbie vast SHEEP anc MARKED WITH 
fect. Bring your entries te INDELIBLE PAINT. IT WO 
ory Buten store WASH OFF UNTIL SCOU 
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Now is the time to paint. Preserve and protect | 
your home for Winter wear . . . modernize it 
with paint ... beautify it with color. Get the 
best job...with the best paint... from Buten’s. 


"Sp we say its Good -it is goud” 


~> 6926 Market St. 1834 South St. 
r) 33N.7thSt. 5619 N. Broad St. 
? 5711 Germantown Ave. 


In Chester, Pa., 624 Edgmont Ave. 
In Reading, Po. 41 N. 9th St. 
Free Deluwery Cay & Saburbo—Both Phones 

A Philadelphia paint dealer is currently 

lifting his copy out of the conventional 
rut by injecting a note of novelty. 

The design in this case is the ‘believe 

it or not" technique. 


Agency Tribulations 
Portrayed Anew 
in Fiction Form 


Cigarette Account 
Figures Strongly in Lee 
Brown Yarn 


New York, Sept. 7.—Another re- 
vealing picture of the inner work- 
ings of an advertising agency, and 
one which may startle both adver- 
tisers and agency men in the exact- 
ness with which their prototypes 
are portrayed despite the author’s 
protestations that his situations and 
characters are composite rather 
than real pictures, is furnished in 
“Destiny is a Woman,” a new novel 
by Lee Brown. 

The author speaks from experi- 
ence; he is an account executive 
with Pettingell & Fenton, Inc., New 
York agency. Particularly in the 
chapters entirely devoted to agency 
business, Mr. Brown reveals an in- 
timate knowledge of his subject 
which is but slightly marred by the 
malice evident in pages devoted to 
a portrait of an agency’s trials in 
handling a national cigarette ac- 
count. 


Depression Hits Hero 


Jason Storm, the central figure in 
the story, is a partner in a medium- 
sized agency. His creative ability 
overbalances his salesmanship. He 
loses out when the depression hits 


| his business but catches on with an- 


other agency as a copywriter on a 
million-dollar cigarette account. 
Here his contributions are but grist 
for the mill, and his sense of futility 
is heightened by the fact that most 
of his work goes into the waste bas- 
ket instead of into print. 

Jason has a bridge-playing wife 
in the suburbs, but he is jolted out 
of his rut of routine by an attrac- 
tive and unattached woman to 
whom he turns for companionship 
and the “woman’s viewpoint” to 
make his copy more effective. She 
finally supplies the impetus that stirs 
him to action and he blossoms out 
as head of his own cigarette com- 
pany, putting into practice his own 
ideas about tobacco advertising. 

“Destiny is a Woman” is pub- 
lished by the Egmont Press, New 
York, and sells for $2.50. 


New “Spokesman” Owner 


The ownership of The Port 
Spokesman, Boston weekly publica- 
tion, has passed from Carl Morri- 
son, founder of the paper, to Harry 
Krause. Offices will be maintained 
at 88 Broad street. 
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ADVERTISING AGE 


September 12, 193 


New Campaign to Be 
Sales Spur for 
Eversharp Line 


Picture Stars Lend 
Glamor to Copy; Gift 
Appeal Stressed 


Chicago, Sept. 8—With a rising 
sales volume indicating a favorable 
reaction to the 1937 campaign which 
introduced its repeating pencil, the 
Wahl Company today _ disclosed 
plans for a new drive on this and 
other Eversharp products that will 
be launched next week. The adver- 
tising appropriation will approxi- 
mate last year’s. 

H. C. Illium, advertising man- 
ager, said that the repeating pencil 
—‘the pencil you can sharpen with 
your thumb’’—gained a sales vol- 
ume of $1,000,000 during the four 
months of its existence in 1937. He 
added that the end of the present 


year may find this figure doubled. 
Wahl’s plans this season are ac- 


| 
tually devoted to two campaigns, | 
one for the pencil and another for | 
the pen, although some copy will 
set forth the virtues of both 


| 
will be major copy themes for the | 


Eversharp pen this season. These 


features are not new this year but) 


have been enhanced by copy which 


‘asserts that this is “the pen that 


To Use Movie Talent 


New this season in the campaign | 
on the pencil is the addition of mo- 
tion picture talent to copy ammu- 
nition through testimonials and| 
copy stressing the favor Eversharps | 
have won on the Hollywood lots. 

Universal Pictures Corporation 
and its stars figure most promi- 
nently in this tie-up. Some of the 
feminine stars are lending their 
likenesses to magazine copy and 
store displays, while the pencil it- 
self will be shown “in action” in 
Universal’s forthcoming ‘Freshman 
Year” series of pictures. Mr. Ilium 
added, however, that Eversharps are 
also in use as “‘properties” on other 
lots. 

Other evidence as to the con- 
sumer acceptance of the Eversharp 
line, according to Mr. Ilium, is 
found in a recent survey conducted 
among dealers in larger cities. This 
survey, Mr. Illium said, revealed 
that Eversharps are asked for four 
times as often as any other product 
at the pen and pencil counter. 

The adjustable point and adapta- 
bility to all climates and altitudes 


knows how to fly.” 

Explanation of this, Mr. Illium 
commented, is in acceptance of the 
product by United Airlines as 
standard equipment for its hostesses 
and pilots. Copy stresses the pen’s 
safety ink shut-off “which makes it 


ithe safest pen to carry in pocket, 


purse or plane.” 

First copy for the pen, appearing 
in The Saturday Evening Post of 
Sept. 17, will utilize an off to college 
theme with a picture sequence ex- 
plaining why the boy’s father has 
selected this pen as part of the for- 
mer’s school equipment. 

Stresses Easy Sharpening 

On the same date the campaign 
for the pencil will break with a 
nalf-page in Collier’s, stressing its 
‘easy sharpening” and quick filling 
qualities. 

Each of these magazines will re- 
ceive five insertions, ranging from 
one column to a full page. A full 
page is also scheduled for the 
Christmas issue of Esquire. 

Typical of the copy which does a 
twofold job is that scheduled for 
the Post and Collier’s Dec. 10. 
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Cotfon Growers 


‘1. W. Duggan Says 


IENS, Ga. Aug 31.—()— 
Duggan, southern director 


Federal Reserve 
Reports Improved 
Business Conditions 


d large 


To Get 12.6 Cents, |, 


Adjustment | 


ny Geor- 
in 


ROP yields are 


up. Prices are mostly 


lower. But, 2x 3 and 3 x 2 give the same 
answer. Cash farm income for 1938 will again 
be approximately Two Billion Dollars. 


Note the following facts—not just straws 
in the wind, but a reliable weather vane: 


T HE cotton crop is estimated at 87.5% of the 10-year average, 1927- 


1936, 


gain of $4,500,000 over last 


certain to) approximate last 


bring the 


AAA 


adjustment. will 


1. W. Duggan, Federal 


worth $800.000,000, 


Now it is busily engaged in 


Put it all together. 


built up through 52 sears of 


BIRMINGHAM 
250 Park Avenue, NEW YORK 


“IN THE RURAL SOUTH, 


Other important southe 


(RORCIA'S 1938 tobacco crop, 


years 


official. 
make the South's crop of 10,995,000 bales 


HE South's heaviest sales of livestock take place in the fall. 
growing industry and is already putting $600,000,000 to $700,000.000 
annually into the pockets of the 


its more than 960.000 net paid circulation. 


it~ wide coverage at low cost, 


rn cash crops: tobacco 113.9% ; rice 


129.0% : sweet potatoes 119.2%; Irish potatoes 108.0% ; wheat 130.9% : 
peanuts 133.3% of the 10-year average. Important feed crops: 
corn 116.89; oats 112.7% 3 grain sorghum 126.7% and hay 136.6% 


of the 10-year average. These feed crops show heavy gains over 1937. 


just sold, brought $19,000,000, a 
year. The total for the South seems 
$288.000.000 


income of from 


OTTON, plus Federal payments for soil conservation and price 


farmer 12.6 cents per pound, says 


This, plus seed values, will 
(USDA August estimate) 


It's a 


farmers of this region. 


AAA has just completed the distribution of $135,000,000 to 
farmers in the South for cooperation in soil conservation in 1937. 


paying out $127.000,000 due cotton 


farmers for price adjustments on the 1937 crop. 


it makes 
buying power in the rural South. 


OR influence in this market advertisers choose the farmer's closest 
friend and most trusted advisor, Progressive Farmer. the South’. 


leading farm-and-home magazine with its five separate editions and 


Buy Progressive Farmer 


plus its strong localized influence 


able. consistent service to its readers. 


Progressive farmer 


Cand Southern Ruralist 
RALEIGH 


MEMPHIS DALLAS 
Daily News Bldg.. CHICAGO 


IT’S PROGRESSIVE FARMER” 
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FINE PENS + PENCILS + 


Headed “Four Mysteries and 
how to solve them,” copy offers an 
answer to four perplexing gift 
problems in selecting, naturally 
enough, an Eversharp product to 
fill the bill. In fact, it offers an 
answer to the query, “How can | 
make $15 last a lifetime?” by sug- 
gesting the purchase of an Ever- 
sharp desk set. 


Roto for Holidays 


Pre-holiday promotion will be 
augmented with rotogravure copy 
tentatively scheduled for the Mid- 
| west Gravure Group, the Metropol- 
|itan Group and some Pacific Coast 
newspapers. Also on the schedule 
are American Druggist, Drug Top- 
}ics and Geyer’s Stationer and Busi- 
ness Equipment Topics. 

Direct mail, displays and news- 
|paper mats are also being made 
available to dealers as in past sea- 
sons, Mr. Illium reported 

Young & Rubicam continues as 
the agency in charge 


Boston to Be Told 
Virtues of 
‘Supertest A Milk 


Boston, Sept. 8.—School’s here 
and so is Supertest A Milk, the 
product of H. P. Hood & Sons 


Company which drew the backing 
of a local and suburban newspaper, 


spot radio, car card, outdoor and 
direct mail campaign as the first 
bells rang for the classrooms 

The campaign follows a_ series 


of teaser advertisements which gave 
some clue as to what was coming 


in picturing a comic cow whose 
‘antics will henceforth appear on 
}outdoor posters. This cow carries 


the slogan, “Give my best to your 


j family,” in the form of a postscript 
ito a letter. 
Supertest A milk will be adver- 


tised through copy that makes ex- 
tensive use of child photographs, as 
la milk that exceeds 


Grade A on 
|seven points: nutrition, purity, 
safety, taste, flavor, careful check 


kept on its production and the fact 
j}that it must be approved the 
“special council.” 

Copy will emphasize 
| the herds producing this milk “are 
ifed scientifically balanced rations 
selected to produce milk of higher 
| nutritive value.” 

Harold Cabot & Co 
in charge 


by 


that 


also 


is the agency 


in tee 


Yh) 
WAML -EVERSHARP 


PESK SETS.. 


a 


ENTIRE FAMILY LINE GETS PROMOTION 


ans 


... and how to solve them 


Mystery Ho. 4 bere can Bombe O15 best o Nteteme 


This Wold Biverslmrpy desk wet (right * bes 
Pea af pete Newent nae greew om) tas @ nyt stant 


FROM 566 TO #100 


In addition to the layout shown here, which devotes attention to several items 
in the Eversharp line, Wahl Company will also use space to extol the virtues 
of each of the products separately. 


Value Note Is Key 


to New Drive on 
Clinch Coal 


(Picture on Page 39) 
Chicago, Sept. 8.—Somewhat 
usual in the field of retail coal 
vertising is the campaign to be 
launched here next week by the 
Crerar Clinch Coal Company, ac- 


un- 
ad- 


|cording to details of the copy re- 


leased today by Robert U. 
advertising manager. 

Clinch has advertised for the past 
three years, using a variety of 
media. The current campaign will 
appear twice weekly in the Chicago 
Daily News, Sunday Herald and 
Examiner and the Chicago Tribune. 

With value the keynote of the 
campaign, this element is scheduled 
for treatment in several ways. One 
insertion, for example, emphasizes 
that “Clinch coal is no haphazard 
product. It has the best workman- 
ship of Mother Nature over million: 
of years.” Also referred to—and 
which should be of special interest 
to home owners, are “spotless deliv- 
eries,” and “dust-proofed coal.” 

Another insertion stresses the 
company’s long history and that 36 
kinds and sizes of coal are avail- 
able to fit every heating need. Stil! 
another insertion in the campaign 
makes use of a baby picture to 
get home the value theme. Di- 
rect mail advertising will support 
the newspape! 


Neal, 


copy 
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fechnical Research 
Aids Coal Industry 


in Marketing _ 


Mellon Fellowship 
Gives Anthracite a Push 
Forward 


Pittsburgh, Sept. 8.—With the aid 
‘ the Mellon Institute of Industrial 
Research, Pennsylvania’s anthracite 
| industry is forging a consist- 
ently “streamlined” program to cure 
its own ills. The major trouble be- 
setting the hard coal business in 
recent years has been the inroads 
of other fuels—oil, gas and soft coal, 
among others—in marketing areas 
ence completely dominated by an- 
thracite. 
This competition, however, is now 


Coming 
Conventions 


Sept. 12-13. Annual convention, 
Insurance Advertising Conference, 
Oyster Harbors Club, Osterville, 
Mass. 


Sept. 12-16. Semi-annual conven- 
tion, Premium Advertising Associa- 
tion, Hotel Astor, New York. 

Sept. 16-18. Annual convention, 
Continental Agency Network, Chi- 
cago. 

Sept. 18-21. Annual convention, 
Mail Advertising Service Associa- 
tion, Hotel Statler, Detroit. 

Sept. 19-20. Southern Newspaper 
Mechanical Conference, Biltmore 
Hotel, Atlanta. 


Sept. 19-23. Seventh International 
Management Congress, Washington, 
Db. < 


Sept. 21-23. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel Statler, Cleveland. 


Sept. 26-27. Boston Conference 
on Distribution, Hotel Statler. 


Sept. 28-30. Annual convention, 
Direct Mail Advertising Association, 
Stevens Hotel, Chicago. 

Sept. 28-Oct. 1. Annual conven- 
tion, Association of National Adver- 
tisers, The Homestead, Hot Springs, 
Va. 

Oct. 3-5. Annual convention, Ad- 
vertising Typographers of America, 
Inc., Cavalier, Virginia Beach, Va. 

Oct. 4-5. Annual meeting, Na- 
tional Publishers Association, Sky- 
top Lodge, Skytop, Pa. 

Oct. 8-9. Annual convention, Na- 
tional Advertising Agency Network, 
Washington, D. C. 

Oct. 10-14. Annual convention, 
National Association of Retail Drug- 
gists, Hotel Sherman, Chicago. 

Oct. 18-19. Fall convention, In- 

ind Daily Press Association, Hotel 
Sherman, Chicago. 

Oct. 20-21. Annual meeting, Audit 
Bureau of Circulations, Chicago. 

Oct. 28-29. Annual convention, 
Tenth District, Advertising Federa- 
tion of America, Fort Worth, Tex. 

Oct. 30-Nov. 3. Annual conven- 
tion, Financial Advertisers Associa- 
tion, Fort Worth, Tex. 

Dec. 27-30. 
\merican 

etroit. 


Annual convention, 
Marketing Association, 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


ugh its coverage of wholesalers and re- 
tailers who sell seed and other horticultural 


1 agricultural items to 41,000,000 farmer 


suburbanite customers. 


Ve will gladly give you an analysis of this 
‘eld as it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, Ill. 


| being successfully met by _ the 
| anthracite industry by means of an 


aggressive sales campaign conducted 


through the two-year old Anthra- 


cite Industries, Inc., a central re- | 


search and promotion agency spon- | 


sored by the leading producers of | 


Seek Comfort in Use 


A special research fellowship at 
Mellon Institute is one of the main 
features of the anthracite drive. 
Skilled engineers and chemists in 
this scientific institution are daily 


developing ways of eliminating the 
nuisance of anthracite ash disposal 
and they forecast the time when 
such ash will have actual cash 
value for the home owner as a soil 
conditioner or as an ingredient in 


building blocks, heat insulation ma- 
terials, cleansing soap, and colored 
tiles. 


Push Automatic Equipment 


And while the technicians at Mel- 
lon Institute also seek non-fuel uses 
for hard coal, the industry is fight- 
ing the “automatic” features 
claimed for competing fuels by 
pushing the development of auto- 
matic anthracite equipment. A pro- 
gram of consumer education to 
stress the superior heating capaci- 
ties of coal is also in operation, 
built around a vigorous newspaper 
advertising campaign in all of the 
primary market areas. 

This policy is in distinct contrast 
with the industry’s complacent atti- 
tude of some 15 years ago when 


its leadership. 
Vital Basic Industry 


Despite its recent ailments, an- 
thracite is a “giant among basic 
industries,” according to its spokes- 
men, who declare that in 1936 the 


ity was worth more than all the 
nation’s production of gold, silver, 
lead and aluminum combined, and 
over three times the value of all 
copper and zinc mined that year. 
The industry pays annual wages of 
more than $155,000,000, and gives 
$100,000,000 in revenue to the rail- 
roads each year. It is also claimed 
that 35,000,000 persons depend upon 


|'anthracite to heat their homes in 
| the winter. 


other fuels had not yet challenged | 


annual production of this commod- | 


Sproul, Pettit Get 
New Radio Posts 


Derby Sproul and Clarence Pettit, 
both formerly of Denver, have been 
appointed program manager and 


public relations director, respec- 
tively, for Station KDKA, Pitts- 
burgh. 


William E. Jackson, acting man- 
ager of the station until the recent 
appointment of Sherman D. Greg- 
ory to that post, continues as sales 
manager. 


“Sportangle” in Debut 

A new weekly publication, Sport- 
angle, has made its debut in Bos- 
ton. Edward Barnett is publisher; 
Oscar Kipnes is advertising man- 
ager. Offices are located at 88 
Broad street. 


Why 100,422 More Mirrors 


are Being Purchased 


235 E. 45th Street 
NEW YORK, N.Y. 


DAILY CIRCULATION (ABC) 


March 31,1938 . . . . . 109,254 
March 31,1937 . . . . . 608,832 


GAIN 100,422 


news coverage is complete—international, 


national and local news is presented accurately 


and concisely. The pictorial reporting is un- 


excelled. 


**Mirror of the Day’s News’’, the page op- 


posite editorial, claims the undivided interest 


The New York Mirror isa NEWSpaper. It is the only New York 
newspaper that has the world’s three great news services —Asso- 
ciated Press, International News Service and United Press. Its 


“- 
A. 
ll 


| 


of discriminating readers—here they find a fresh interpretation 


of spot news. 


chandise. 


People /#4e The Mirror better than any of New York’s six large- 


size newspapers—a reason why advertising in its colums se//s mer- 


The ONLY New York newspaper to have Gains in Retail, Finan- 
cial or Total Display advertising in the first six months of 1938 


NEW YORK MIRROR 


Daily and Sunday 


333 N. Michigan Ave. 
CHICAGO, ILL. 


7-245 General Motors Bldg. 
DETROIT, MICH. 


681 Market St. 
SAN FRANCISCO, CAL. 
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BBDO First in 
Volume Placed 
with A. B. P. Papers 


Basford Company in 
Second Place with 
Buchen Next 


New York, Sept. 8.—Duplicating 
its leadership of 1936 and increas- 
ing the volume of business placed 
with member publications of Asso- 
ciated Business Papers, Inc., Bat- 
ten, Barton, Durstine & Osborn, 
Inc., stood first in the annual 
agency analysis issued today by the 
ABP. BBDO placed 3,850 pages 
in ABP papers in 1937, compared 
with 3,514 in 1936. 

H. J. Payne, secretary of the as- 
sociation, reported that 152 mem- 
bers did a gross dollar volume of 
$22,025,340 in 1937, representing 
135,565 pages of which 82,816 were 
placed by agencies. The dollar vol- 
ume did not include figures of 14 
members who did not report their 
1937 data. In 1936, 149 ABP pub- 


| 


. 


CONTEST COMES TO AN END 


“— 


Judges in U. S. Asbestos dealer contest, directed by Jerome B. Gray & Co., 


Philadelphia, prepare to plunge into the job before them. 


Left to right: E. H. 


Rogers, agency partner; E. S. Babcox, of Babcox Publications; F. A. Miller, 


replacement sales manager; Carl Sachs, 


sales promotion manager; W. K. Toboldt, 


Motor Age; E. S. Sensenderfer, advertising manager; S. G. Landers of the agency. 


lications did a gross volume of $19,- 
005,436, covering 118,517 pages. The 
1935 total was $14,413,717 for 135 
papers. 

As in 1936, G. M. Basford Com- 
pany is in second place on the 1937 
roll of honor, with 2,062 pages, a 
slight decline from the 2,117 placed 
in 1936. The Buchen Company, 


Chicago, which was in 11th place on 
the ABP agency list in 1936, forged 
into third place in 1937, when it 
placed 1,516 pages, compared with 
848 the previous year. Buchen 
supplants N. W. Ayer & Son, Inc., 
which is now in fourth place with 
a volume of 1,479 pages, only a 
slight decline from the 1,503 pages 


RCA facilities . . 


KDYL’s new transmitter build- 
ing houses the most 


minute broadcast equipment as- 
suring strong, clear signals. 


modern 
. up-to-the- 


q 
il GALT 
~Ocane 
A I\CATY 
aes SAWS COLO! 
UTAH . 
KDYL now reaches addi 
tional thousands of homes ae A 
in the rich, alert, active 
intermountain market 


Typical of KDYL.’s showman 
ship are the six live audience 


shows weekly in this popular 
Salt Lake City radio play 
house. KDYL also broadcasts 
from five downtown theatres 


every week 


No expense or effort has been 
spared to make KDYL’s broad- 
casting service the finest in the 
intermountain region. Increased 
power, coupled with long-stand- 
ing undisputed leadership in 
radio showmanship, make 
KDYL more than ever the log- 
ical medium for sales-seeking 
advertisers. 


Representatives: JOHN BLAIR & COMPANY 


Chicago -— New York —- Detroit — San Francisco 
Los Angeles — Seattle 
* te = ® 4 F' . Q 
a 2% 34 ne f cares th a e iim " : 


placed with ABP publications in 
1936. 

Fuller & Smith & Ross, Inc., 
which held fifth place in 1936, re- 
peated for 1937, while placing 200 


more pages in ABP papers. Its 
1937 figure was 1,409; for 1936, 
1,208. Lord & Thomas is sixth in 


the latest list, with 1,403 pages, 
compared with 1,303 in 1936. J. 
Walter Thompson Company is now 
in seventh place, compared with 
tenth in 1936. The figures for the 
two years are 1,206 and 852. 


Other Agency Records 


Rickard & Co., New York, also 
increased its volume while falling 
from sixth to eighth place. It 
placed 1,058 pages in 1937; 970 in 
1936. Campbell-Ewald Company 
is in ninth place, a loss of a notch 
from the 1936 rating, though it in- 
creased the number of pages placed 
from 928 to 1,045. Tenth place is 
held by Griswold-Eshleman Com- 
pany, which placed 1,045 pages in 
1937, against only 608 in 1936. This 
agency was 13th in the 1936 stand- 
ings. 


Heat as Needed, 
Is Perfection 
Stove Copy Theme 


Cleveland, Sept. 8.— Perfection 
Stove Company will wage a maga- 
zine and newspaper campaign this 
fall for its Superfex and other lines 
of heaters, it was disclosed here to- 
day, following the first of a series 
of district meetings staged last 
week. Particular stress in fall copy 
will be placed on the ability of the 
Superfex oil burning heater to send 
its heat into the actual “living 
zone,” instead of up to the ceiling. 

Dramatizing this sales appeal will 
be illustrations of men and women 
sitting in chairs suspended from the 
ceiling, with copy asserting, “If you 
lived on the ceiling, circulating 
heating alone would be all right.” 
Another copy line asks, “Why send 
so much heat up to the ceiling? 
You don’t live up there.” 


Stress Comfort Technique 


This copy of course paves the 
way for emphasis on the Superfex’s 
adjustable control shutters which 
shed the heat straight out into the 
“living zone” or downward to warm 
the floor if desired. 

The magazine schedule will in- 
clude American, The American 
Weekly, Better Homes and Gardens, 
Country Gentleman, Holland’s, Lib- 
|erty, Popular Mechanics, Popular 
| Science Monthly and the Kansas 
City Star Weekly. Holland’s and 
The Saturday Evening Post will be 
used for a campaign on the smaller 
Perfection room heaters. 

Some 200 newspapers are also 
scheduled, while posters will be em- 
ployed at selected points. Principal 


ment, hardware, appliance and fur- 
niture stores. 

N. E. Olds is the company adver- 
tising manager, and McCann-Erick- 
son is the agency in charge. 


KEX to Operate 
on Full Schedule 


Station KEX, Portland, Ore.. will 
begin operating under a full daily 
schedule within a few weeks under 
authority granted by the Federal 
Communications Commission. 

The change will be made when 
KOB, Albuquerque, completes in- 
stallation of a directional antenna 
to suppress its 10,000-watt signal to 
5.000 in the direction of Portland. 
KEX, an NBC outlet, is owned and 
operated by the Portland Oregonian. 


Organizes Media Service 

| Media Service, Inc., has been or- 
| ganized to do a general advertising 
!and publishing business in New 
York. Incorporators are George L. 
Erichson, Philip Hoffman and 
—— L. Elias, 70 Pine street. 


| Forms Crown Advertising 


| Crown Advertising, Inc., has been 
| organized in New York with Leon 
|G. Kupperman, Louis Schlesinger 
land Selig Port, 1440 Broadway, 
listed as incorporators 


outlets for the lines include depart-~ 


—e 


Earnings of 
Advertisers 


Canada Dry Ginger Ale 

For nine months ended June 30. 
net income was $332,479, compared 
with $351,400 for the same period 
a year ago. 


Four Wheel Drive 


Net loss amounted to $113,191 fo, 
the fiscal year ended June 3). 
against a net income of $151,405 fo, 
the preceding fiscal year. Presi- 
dent W. A. Olen told stockholders 
that the loss was largely due to 
increases in wages, salaries, in cost 
of purchased materials and shrink- 
age in inventory values. Sales fo: 
the year aggregated $4,143,835, 
against $4,137,938 for the 1937 fis- 
cal year. 


Nu-Enamel Corporation 

Net income for the first six 
months was $58,908, compared with 
$196,524 for the corresponding pe- 
riod in 1937. Sales declined fron 
$913,465 in the first half of 1937 to 
$596,366 for the like 1938 period. 


Borden Company 


The company reports net profit of 
$2,823,674 for six months ended 
June 30, compared with $2,883,085 
for the first half of last year. 


McGraw Electric Company 

Report for the year ended June 
30 shows net profit of $714,860, 
compared with net profit of $1,232,- 
781 for 12 months ended June 30, 
1937. Sales totaled $5,499,723, 
against $6,058,066 in 1937. 


Columbia Pictures 

Consolidated net profit for 52 
weeks ended June 25 totaled $183,- 
393, compared with $1,317,771 for 
the same period a year ago. 


Vick Chemical Company 

Report for the fiscal year ended 
June 30 shows net profit of $2,- 
248,138, compared with $2,953,515 
for the preceding fiscal year. For 
the June quarter of this year, net 
profit was $59,586, compared with 
$77,477 in the 1937 June quarter. 


National Container 
Net income was $60,544 for six 
months ended June 30, against net 


income of $224,430 for the like 

1937 period. 

Burroughs Adding Machine 
Consolidated net profit for six 


months ended June 30 totaled $2,- 
037,807, against $4,514,162 for the 
corresponding period in 1937. 


National Power & Light 

Report for 12 months ended July 
31 shows net income of $8,543,329, 
compared with net income of $8,- 
249,679 for the same period in 1937. 
For three months ended July 31, 
net income was $1,539,846, against 
$1,895,928 for the like 1937 period. 


STOCK PHOTOS 
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os 
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| Thousands of ready - te - use 
3 illustrations, on all subjects, 

are available for your inspec- 
@ tion. Write, wire or phone 


KAUFMANN & FABRY CO. 
* 


425 S. Wabash Avenue 2 Chicago 


Telephone Harrison 3135 
106 West 43rd St., NEW YORK. 
Phone Bryant 9-6682 
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Cities Service Oil 
Agrees to End 


Koolmotor Claims 


Gordon Baking Co. 

Cited for Silver Cup 

Bread Copy 

Washington, D. C., Sept. 8—A 
charge that advertising statements 


made by Gordon Baking Company | 
are not literally true was filed | 


| building on Elk street. 


Smith in Los Angeles 


Robert Smith Advertising Com- 
pany, Portland, Ore., has opened an 
office in Los Angeles to handle the 
account of Haas-Baruch, wholesale 
food dealer. Mel Smith is account 


executive. 
Though “open house” has often 


New WOKO Building |been held by manufacturers, Gen- | 


WOKO, Inc., Albany, has pur- | eral Electric Company struck a new | 
chased a four story and basement} ote in public relations last week-_ 


used for a home for “yt ill be | end when it turned its big plant) 
pew over to employes and their 


WABY. 
families and friends. More than 


“ csi 25, 000 persons visited the factory, in 
Journal- Post Changes |which only a skeleton crew was 


on — ee ere | maintained to demonstrate actual 
iles ] 

dent and general manager, respec- | 
tively, of the Kansas City Journal- | 


Open House Draws| 
25,000 to G-E 
Bridgeport Plant 


Bridgeport, Conn., Sept. 


|\working conditions. Invitations 
were issued by employes only. 
The general chairman in charge 


of the event was Roderick S. Mc- |< “An ‘niiales is not a robot, hired 
Neil, who has worked for General | to perform a given task, at a cer- 
Electric for more than half a cen-|tain speed, so many hours a day, 
tury. He was assisted by a com-/|for a necessary wage. He can no 
mittee of 500 office and factory | more separate himself from the 
workers. Speeches were banned | company when he is not working 
| oma the only ceremony was a pull | than the latter can dissociate itself 
n a jumbo latch string by Mayor |from the employe and his family 
| Jasper McLevy. The 77 members | during their leisure. 
of the G-E Quarter Century Club, “If this is true, there are only two 
|with an aggregate service of 4,272 | view points. Either life must be reg- 
years, assisted in welcoming visi- | ulated in terms of business—sinking 
tors and guiding them through the to mere existence—or business must 
plant. |be developed in terms of life. We 
Though G-E_ executives held choose the second course.” 
themselves aloof, the innovation | ————_- 


had their warm approval. ‘Starts 20th Year 


oi ee in @ ety: aS | The Cleveland Advertising School 
is ms not just a jo u r way | will begin its 20th year Sept. 19 at 
of living,” commented Charles E.|the Cleveland Advertising Club 


Wilson, 


executive vice- ‘marae [headquarters in the Hotel Statler. 


today by the Federal Trade Com-| Post. 
mission, which also announced that | = — : = ——+~— 
Cities Service Oil Company, New 
York, has entered into a stipulation 
to cease “certain misleading repre- 
sentations.” 

Cities Service will use superla- 
tives less freely under the terms of 
the stipulation as announced by the 
?. T. Se 

“Among the representations to 
be discontinued are that Bronze 
Koolmotor gasoline is full burning 
or contains nothing but real 
energy; is the most advanced gaso- 
line on the market and the most 
scientifically blended for all around 
perfectly balanced performance; 
that Trojan lubricants are the stur- 
diest available or that they will not 
melt, wash or wear out, and that 
Koolmotor motor oil is America’s 
purest and most concentrated 
motor oil.” 


Question of Milk 


Gordon Baking Company, which 
maintains headquarters in Detroit, 
while distributing Silver Cup bread 
from its plant in Long Island City, 
N. Y., does not use two-thirds of a 
pint of fresh whole milk in each 
one-pound loaf, according to the 
Federal Trade Commission. On the | 
contrary, the milk used is con- 
densed and is present in a quantity 
less than the amount stated in ad- 
vertising. 

The advertising statements were 
made in newspapers, on the radio, 
and in circulars, according to the 
Commission, which charges viola- 
tion of Section 12 of the Federal 
Trade Commission Act as amended 
by the Wheeler-Lea bill. Gordon 
is accorded 20 days in which to 
respond. 


Extra Profits. 
with the 


Emerson Radio Launches 
Most Extensive Campaign 


Emerson Radio & Phonograph 
Company, New York, will launch 
its most extensive campaign in Oc- 
tober issues of magazines, to be 
supplemented by a newspaper cam- 
paign in key cities. 

The first insertion will appear in 
The American Weekly, to be fol- 
lowed by copy in Collier’s, Esquire, 
Life and The Saturday Evening 
Post. Coupon copy will be used, 
and the extent of the drive in sub- 
sequent months will depend on 
public reaction to the opening an- 
nouncement. 


Frequency Discounts for National Advertisers 


For the first time, national advertisers can save up to 10% on the gross 
billings of a consistent newspaper campaign in two outstanding profit- 
producing markets. . . lowa and Illinois. 

The unparalleled I & I Group with 74 dailies participating, assures 
actual cash savings for you through its liberal Frequency Discount 
Schedule—discount applies to individual papers—use one or more. { 

or 


How the I & I Group Plan 
Helps You Increase Sales 


Standard size and form of rate card. . . file folder 


style for each newspaper. 


Uniform Merchandising Cooperation with a Write today for the complete schedule. See how it saves money 


both large and small advertisers. 


guaranteed minimum assured by each paper. 
Frequency Discounts for National Advertisers, 
Increased Sales From 
74 Important Iowa and Illinois Markets 


‘Lhere’s another profit . . . from increased sales . . . awaiting alert 
advertisers like yourself in the live Iowa and Illinois market. Iowa has 


similar to local rate advertisers. 
Uniform style and form of Market Information 


with identical presentation from each market. 
Uniform consumer and retail trade surveys. 


Builds Biggest Sign | 


What is said to be the largest | Agencies and advertisers deal directly with each an annual farm income that regularly goes over one-half billion dollars 
electric clock and sign north of | paper in placing schedules and in billing. and an industrial income that exceeds the agricultural total by approx- 
Chicago has been erected on the | imately 100 million dollars. 
west wall of Mariner Tower in 


In Illinois, agricultural income averages $450,000,000 or more in addi- 
tion to a four and one-half billion dollar industrial total. 

Here’s the huge profitable market you've been seeking. The I & I 
Group Plan enables you to cover it thoroughly and economically with- 
out worry, confusion or waste. 


Milwaukee by Claude Neon Federal 
Company for John Graf Company, 
bottler. The entire sign is 75 feet 
high, 40 feet wide and contains let- 
ters 15 feet high. 


Joplin in Agency Net 

William A. Joplin Advertising | 
\gency, Portland, Ore., has been | 
adn litted to membership in the} 


National Advertising Agency Net-| 
work. 


One Letter Brings You Complete 
Information on One or All of 
These Markets 


Effortless, Time-Saving Placing of Newspaper Schedules 


With uniform, standardized market information, consumer and 
retail surveys, merchandising cooperation, frequency discounts and an 
easy-to-use file folder rate card, schedules in 74 Iowa and Illinois dailies 
can be placed with new ease and confidence. 

Here’s a new era in advertiser-publisher cooperation that means in- 
creased profits for you with less work. Get into this market. Take full 
advantage of the I & I Group Plan. Get full details now. 


You are invited to use this new easy way to get full 

market information or any other data on | or 74 indi- 

vidual markets. No need to write each paper. Simply 

address your request to lowa Daily Press Association, 

a eens Shops Bldg., Des Moines, lowa, or Daily Newspaper 
. League of Illinois, Leland Office Bidg., Springfield, 

Agency for Triangle tlinoie. 

_ Triangle Milling Company, Port- 

‘and, Ore., has named Mac Wilkins 


Cole, Portland, as advertising 
gency. 


Sell » HOTE Ls 


with 


THE HOTEL MONTHLY 


_ Seomben ABC and A 
i ty JOHN WILLY, Inc. CHICAGO 


lowa Daily Press Association _ 
Daily Newspaper League of Illinois 
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ADVERTISING AGE 


September 12, 1938 


Pelletier, Pioneer 
Auto Advertising 
Man, Dies at 70 


First Publicist for Ford 


Had a Hand in Industry 


Growth 


Detroit, Sept. 8.—Funeral ser- 
vices were held here today for E. 
Leroy Pelletier, the first advertis- 
ing manager of the Ford Motor 
Company and one of the pioneers 
in the world of automotive adver- 
tising and public relations. Mr. 
Pelletier died late Monday after- 
noon after an illness of several 
weeks. He was 70 years old, a 
native of Holton, Me. 


Gets Start from “Times” 


A newspaper assignment from 
the New York Times started Pelle- 
tier off to fame and fortune. He 
was sent to the Yukon on two 
hours’ notice to cover the gold rush 
of 1897, and after he had finished 
handling the story, he set up the 
Yukon Mine Exchange at Dawson 


FORD PUBLICIST DEAD 


E. Leroy Pelletier, pioneer in automotive 
advertising, who died Monday. 


City. During the few years that 
followed it was said that he sold 
and traded a third of the Klondike. 

He returned to the United States 
and decided the automobile busi- 
ness was an industry with a future. 


He designed one of the first auto- 
mobiles, the Duquesne, with four 
cylinders and an air cooled motor. 
He designated himself president of 
the company, tried to manufacture, 
but the venture failed. 

In 1905 he joined Henry Ford as 
consulting engineer, secretary and 
publicity manager. Detroit observ- 
ers have always given Pelletier 


— 


|such ventures as publicizing Luna 
| Park and Coney Island in New 
York—and, in the _ sports field, 
| Madison Square Garden. 

| Before the World War he 
|frowned on drinking to the extent 
that he voluntarily took over public 
relations work for the Michigan 
|anti-saloon league, and the fruit of 
| his efforts came when Michigan 


August Time Sales 
Dip; Year to Date 
Ahead of 1937 


New York, Sept. 6.—Time sales 
| by the three major radio networks 
in August totaled $4,529,590, a drop 
of six per cent compared with the 


credit for much of the early success | turned dry, many years before na-' August, 1937, record of $4,836,886. 


of the Ford Motor Company—and 


|tional prohibition. From _ these 


|Cumulative billings for the first 


Henry Ford himself is among those | many efforts he turned in his last ‘eight months of the year, however 
lauding the work his advertising| years to public relations work for were about three per cent above 


and publicity man did. 


| the receivers of the First National- 


the first eight months of last year, 


After several years with Ford he| Union Guardian Bank at Detroit. For 1938 the total was $46,971,173 


was associated with other automo- 
bile companies before he went into 


| This was the last work he did. 
| He was buried wearing the flow- 


|against $45,551,198 in 1937. 
| National Broadcasting Company 


the field of general public relations. | ing Elbert Hubbard tie which was, | reported billings of $2,941,099 in 
He worked closely with Walter | in its way, his own trade-mark. He) august, compared with $2,784,977 a 


Flanders, R. E. Olds, Barney Ever- | 


itt and Eddie Rickenbacker. From 
time to time he handled advertising 
for EMF, Studebaker and Reo, his 
final connection in the auto world 
being with the short-lived Ricken- 
backer car. 


Witnessed Many Changes 


During that time a host of mechan- 
ical changes took place — many, 
such as four wheel brakes, whose 
first announcement to the public 
came from Pelletier’s facile copy 
pencil. His unlimited energy led 
him to intersperse his basic busi- 
ness of automobile promotion with 


Time Buyers Call It Paying Coverage 


Baseball fans appreciate coverage where it 
counts.-where it wins games! 


Alert time-buyers are 


searching out this “pay-off 


With radio as it is today. 


looking for 


* coverage. too. 


las 


WHEC 


sponsors know made of it! 


that coverage that wanders off into the other 


fellow’s trading area looks pretty on maps 
but actually seldom gets farther than the 


would-be listener's aerial. 


When Planning! 
To Buy Time In 
Rochester .. . 


REMEMBER 
ROCHESTER 
PREFERS ... 


BASIC CBS 


off” coverage! 
gives you! 


Representatives: Paul H. Raymer Co.; New York, Chicago, Detroit, San Francisco 


Fans Call It 


Coverage 


So a stray fan letter from Millbury. Mass.. 
doesn't set us in a dither. 


is intensely 
sively covering the rich, wide Rochester 
trading area. . 
speaks glowingly 


Its not the potential listening area. 
the actual listeners you get! 


And that’s all you pay for! 


Ile 


5 
ory *s 
ped 4 


i 


(4 


interested in inten- 


. and every listener-survey 


of the tops job we've 


it’s 
That's “pay- 
That's the coverage WHEC 


aed Nel 


a 
a 
ar 
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started to wear it after the “sage 
| of East Aurora’ went down with 
(the Lusitania and he was never 
| without one. 


FIRST PRESIDENT OF 
LITHOGRAPHERS DEAD 


New York, Sept. 6.—Olin D. Gray, 
first president of the Lithographers’ 


| 


in Greenwich, Conn. He was 
84 years old and had retired in 1908 
from the presidency of Gray Litho- 
graphing Company, which he estab- 
lished here in 1885. 


HARRY DOUCE DIES 

Birmingham, Ala., Sept. 6.—Harry 
J. Douce, 44, of Silver & Douce Ad- 
vertising Agency, dropped dead of a 
heart attack at Panama Beach, Fla., 
last week after rescuing his daugh- 
iter from the undertow which had 
|carried her beyond her depth. 
STEWART TAKEN 

Philadelphia, Sept. 6.— Elwood 
Stokes Stewart, formerly advertis- 
| ing agent for the Pennsylvania Rail- 
| road, died Monday at his summer 
| home in Beach Haven, N. J., follow- 
jing a heart attack. He was 70 
/years of age and had served the 
| railroad company for 41 years, re- 
tiring in 1934. 


Paper Sugar Bag 
Elbows Carton Out 
of the Picture 


New York, Sept. 8.—A paper con- 
tainer recently introduced by Amer- 
ican Sugar Refining Company has 
not only proved popular with con- 
sumers, but provoked enthusiasm 
among dealers by placing sugar, 
for the first time, on a profit basis. 
The paper bag for Domino costs 
|less than the cotton package it was 
designed to supplement 
company passed the slight extra 
margin along to retailers. 

As a result, both the cotton bag 
and the paper carton which have 
long been used by the sugar refiner 
may eventually disappear from cir- 
culation. Dealers are pushing the 
|new package hard, and since con- 
|sumers like the new container, it 
|seems destined to supplant. all 
|others in which Domino has been 
| packed. 
| to replace any but the paper bag 
| Domino, it is reported. 
| American Sugar Refining Com- 
pany adopted the new paper bag, 
made of heavy kraft, on the theory 
that it might prove to be the most 
| sanitary package possible to devise. 
Some sugar seeps from the cotton 
| bag, suggesting that dirt may get 
|inside. The new paper bag is also 
equipped with a pouring device, 
making it easy for the consumer to 
use It is available in two, five, 
ten and 25 pound sizes, as were the 
other two packages 


JWT Designs Win 


| Designs of J. Walter Thompson 
| Company, London, England, for the 
| packaging of Rowntree & Co., Ltd.. 
| London, candies, have won the Gold 
| Award in the second annual Brit- 
|ish packaging competition spon- 
| sored by Shelf Appeal. 


Ford Picks Announcer 


Ron Gamble, 23-year-old an- 
nouncer on WJR, Detroit, has been 
named announcer on the Ford Sun- 


day Evening Hour for the coming 
from 


season. He came to WJR 
WHIO, Dayton, O., last March 


aw = ee * 


National Association, died last week | 


and the | 


Many retailers have failed | 


| year ago. The increase was 5.6 per 
|cent and represented the ninth con- 
| secutive monthly gain as well as 
| the largest August in NBC history 
The network’s eight-month total 
for this year was $26,923,483 com- 
pared with $25,440,534 in 1937, a 
gain of 5.8 per cent. 

Columbia Broadcasting System 
billings for August amounted to 
$1,423,865 compared with $1,955,280 
in 1937, a loss of 27 per cent. The 
1938 figure, however, was the sec- 
ond best August in the chain’s his- 
tory. For eight months of 1938 
CBS sales aggregated $18,373,777 
compared with $18,746,957 in 1937, 
a loss of two per cent. 

Mutual Broadcasting System re- 
ported sales of $164,626 in August, 
compared with $96,629 in the same 
month last year, an increase of 70.4 
per cent. Cumulative billings by 
MBS for eight months of 1938 were 
| $1,673,912 against $1,363,707 in 
1937, a gain of almost 23 per cent. 


“Modern Hospital” 
Marks 25th Birthday 


The September issue of Modern 
Hospital, Chicago, is a 230-page 
number, marking the publication’s 
silver anniversary. 

One of the features is a repro- 
duction of part of the magazine’s 
| Vol. 1, No. 1, dated September, 1913. 


Orr Becomes Owner 


Tom Orr, formerly district sales 
manager, has become owner and 
operator of Highway Lighthouse 
Company, Pittsburgh. Highway 
Lighthouses are marine signals 
flashing day and night at dangerous 
traffic hazards on main traveled 
highways in most of the Eastern 
|} and Southern states. 


Philips to Insurors 


Harold K. Philips has been ap- 
| pointed director of publicity of the 
Association of Casualty and Surety 
| Executives, New York. He was 
| formerly national publicity director 
|for the American Legion. 


Cowan & Dengler Named 


Cowan & Dengler, Inc., New York, 
|has been appointed § advertising 
|counsel for Appleton & Cox, Inc., 
marine insurance, New York. Ray- 
mond D. Parker is account execu- 


tive. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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NEWS CREATES COPY | 
TT at ||| 4 i ii} r 


Seattle— 


STOP 


| 
| 
| 
| 


the 


Firebug! 
| with proven 


Fire-Resistant 


PAINTS 
“REZITEX” 


TRADEMARK 


for exteriors 


“PLASTEREZ”’ 


TRADEMARK 


for interiors 


@ Certified tests prove 
these new paints 
withstand 1% hr. fire 
... also standard 
laboratory test. 1800” 
F., 5 mins. over Bun- 
sen burner! 


On Sale At All Laux Dealers. 


|. F. LAUCKS, INC. 
SEATTLE 


ili li, ll, all, ln, 


As an arsonist made headline news in 
Seattle last week with 60 incendiary fires 
in a few days, |. F. Laucks, Inc., inserted 
* this copy in local papers to promote its 
' synthetic resin paints with fire resistant 
qualities. George Pampel, advertising 
manager, directed the Laucks scoop. 


ae en to 


Offers Formula te 
Take All Fun Out 
of Advertising 


Pittsburgh, Sept. 8.—Edwin H. 

» Stuart, Inc., typographic house, has 

formulated the following Ten Com- 
mandments for advertisers: 

1. Thou shalt warn thy typog- 
rapher at least a few moments in 
advance when an extraordinary de- 
mand for rush service is in the off- 
ing. 

2. Thou shalt edit thy copy and 
make it foolproof. 

3. Thou shalt ascertain the correct | 
size of cuts, that resetting may be 
avoided. 

4. Thou shalt endeavor to coop- 
erate in every manner because, Lo! | 
It keepeth down expense. 

5. Thou shalt use our errand 
boys and not intrust to the mails. | 

6. Thou shalt not fail to realize | 
our earnest desire to please and 
consult us if any shadow of doubt 
ariseth, because verily, thou wilt 
find us eager always to cooperate. 

Thou shalt avoid author’s al- 
terations like a plague. 

When author’s alterations are 
inavoidable thou shalt pay for 
them cheerfully and with a smile 
nd protest them not. 

9. Thou shalt realize that the fin- | 

ed job is not produced 


like | 

ausage with a grinder but invol- 

veth many intricate processes. 
10. Thou shalt not worry too| 
ich about type and layout, real- 
ng that Stuart specializes in 
eting these problems. 


Burnes Joins Agency 

J ian P. Burnes has joined Kelly, 
Stuhlmann & Zahrndt, St. Louis, as 
rt director. 


Designers & Builders 
ea ent 


eee 
VERTISER'S DISPLAY STUDIOS 
Wabash Ave. - Chicago, tll, - Webster 4236 


AD 
3 So. 


on 10 Bulletins 


Detroit Brewer | 
Paints with Light 


(Picture on Page 39) 


Detroit, Sept. 8.—Adaptation to} 
outdoor advertising of a principle | 
long utilized in color photogra- 
phy has given Pfeiffer Brewing | 
Company ten illuminated and ani- | 
mated bulletins of which local citi- | 
zens never seem to weary. The | 
constantly shifting panorama pro- 
vided by the brilliant boards at- | 
tracts a throng nightly. 


The animation on the boards is | 


achieved by use of four double re- 


flector units controlled by a special | 


| 
' 


! 
| animator. 


two separate types of light. On one 
side is a concentration of red neon 
tubing; on the other, a large mer- 
cury vapor lamp. The mercury 
sections of the reflectors burn con- 
stantly, while the red neon is 
flashed on and off by the special 
animator control. 


Riot of Color 


The mercury vapor lamp picks | 


up and intensifies all of the green 
in the boards, while washing out 
the reds. When the red neon tubes 
are flashed on, they intensify the 


jred on the board to such a high 


degree that it is predominant and 
the green tends to disappear. 
Through skillful use and balance 
of the two colors, it is possible with 
the illuminating apparatus to cre- 


Each reflector contains 


ate an illusion of movement in color 
with a rapid flashing action. That 
laymen are both puzzled and enter- 


tained by the new technique is in- | 


dicated by the substantial sales 
increases reported by the brewery. 
Martin, Frank & Atherton, Detroit, 
handles the account. 


‘ 
North Joins Agency 

Bert Jay North, formerly New 
Jersey director of publicity and 
;sales promotion for Studebaker 
'Sales Company, has joined Koretz, 
Kopel, Ideas, Inc., Newark agency. 


Lohr Joins “Culture” 

Fred W. Lohr, formerly with Paul 
Block & Associates, New York, has 
joined the sales staff of Physical 
|Culture magazine, New York. 


|phia, and previously 


Kinder with Gravure 


Ralph P. Kinder, formerly with 
McKee, Albright & Ivey, Philadel- 
with Hearst 
International Advertising Service, 
has joined Gravure Service Corpor- 
ation, New York. 


Joins American Steel 
Kenneth FE. Rathke, formerly 
Eastern advertising representative 
of Cudahy Packing Company, has 
joined American Steel & Copper 
Plate Company, New York, as sales 


| representative. 


Schnake on Own 

Frederick C. Schnake, formerly 
with Morrison Advertising Agency, 
Milwaukee, has opened his own 
agency at 757 N. Broadway, Mil- 
waukee. 
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Displays are omitted. 


RABBIT TESTS—cud sound ones 


Down in the moonshine belt, according to legend, they test whisky on a 
rabbit. If the rabbit lives, it is good whisky. If it dies, it is a poor rabbit. 


Every so often, some advertiser proposes a rabbit test of Criterion Service. 
They seldom prove anything. Generally the displays are inadequate, the 
advertiser's merchandising is neglected, the test market selected is somehow 
not typical, and the whole business is on too small a scale to eliminate the 
influence of accidental factors apart from the Criterion showings. Rarely is 
provision made for a “control” territory in which all conditions are identi- 


cal with the test territories except that in the control territories, the Criterion 


Criterion welcomes test campaigns that really test—but insists that any 


test of Criterion Service AS A MEDIUM is entirely unnecessary. If the twenty- 


four years in which Criterion has been producing for advertisers, do not 


constitute an adequate test, we do not know what would. 


But tests of copy, or tests of a market are different. 


Over on the Wrong Side of the Tracks is the greatest market in the world, 


and to most advertisers, it is virgin territory. They have never advertised 


there because the media they use do not penetrate there. Criterion Service 


does. In fact, Criterion can penetrate anywhere—on either side of the tracks. 


We suggest that you test that market—as a market—using Criterion Service 
as a well-tested medium. 


Such a test would not be a particularly daring venture. For the market 


on the Wrong Side of the Tracks lies in the same big cities where you are 


selling now. You can travel your salesmen there without additional expense. 


There would be no extra problems of transportation, jobbing, breaking 


bulk, or credit. 


The market on the Wrong Side of the Tracks has the density of popu- 
lation that makes big cities big. It is the market toward which money is 


merchandise. 


that really tests. 


SELECTIVE POSTER ADVERTISING IN NABORHOOD SHOPPING CENTERS 


CRITERION ADVERTISING CO., INC. 


GRAYBAR BUILDING NEW YORK 


flowing — the very money that is being drained out 
of the so-called better naborhoods. It is not surfeited 
with advertising, but is the stronghold of unbranded 


Make your market tests here. Prove in, let us say, 
ten big cities that for your product, as for so many 
others, the Wrong Side of the Tracks is the Right Side 
of the Ledger. Ask us to submit to you a test plan 


pat ote 
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Outdoor Advertising 
History and Growth 
Traced by Agnew 


New Book 


September 12, 


United States, more than 95 per) 
cent of whom are members of the 
Outdoor Advertising Association of 
America. The industry investment 
is estimated at $125,000,000, and | 
annual purchases at $12,000,000. 
About 250,000 people receive in- 
come for renting space, and another 
33,000 are directly employed, not | 
including commercial artists and 
lithographers largely dependent 


Includes upon the medium. | 


Reference Data on Egyptians Were Foster Minded 
x | Prof. Agnew points out that out- 
Use of Medium |door advertising is the oldest 
|known medium, dating back 2,500 
New York, Sept. 7—-A compre-|years to its first use in Egypt. 


hensive study of outdoor advertis- 
ing including a review of its de- 
velopment, methods, costs, and 
relation to other media is the sub- 
ject of a new book called “Out- 
door Advertising,” written by Prof. 
Hugh E. Agnew, chairman of the 
marketing department, New York 
University, and just published by 
the McGraw-Hill Book Company. 

The book is designed to meet the 
needs of advertisers contemplating 
using the medium, for agencies re- 
quiring a reference book of basic 
information and for students of 
advertising. Professor Agnew has 
previously written four other books 
on various phases of marketing 
and advertising. 

The author declares that there 
are 1,050 operators of standard 
outdoor advertising facilities in the 


ATTENTION VALUE 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement.) 


|Other milestones in the develop- 
ment of advertising were the adop- 
tion and expansion of Egypt’s idea 
iby the Romans, Gutenberg’s inven- 
ition of movable type about 1450, 
and the invention of the litho- 
graphic process by Senefelder just! 
|prior to the opening of the 19th) 
| century. 

Among the success stories of out- 
door advertising related in the) 
book are case histories of Chevro- 
let, Coca-Cola, Ethyl gas, Ford, | 
Jantzen, Sinclair, Southern Pacific, 
and General Electric. The Califor- 
nia Fruit Growers Exchange cam- | 
paign for Sunkist products is also | 
cited. The author points out that | 
Sunkist sales during the prosperity | 
period from 1926 to 1930, during | 
which period the outdoor budget | 
was only 2.5 per cent of the total, | 
were 13 per cent below sales during | 
the following four depression years | 
when poster advertising consumed | 
23.5 per cent of the budget. 

The book has 310 pages, includ- | 
|ing numerous illustrations, charts, | 
and sample contracts, and sells for | 
$3.50. 


Goff in New Post | 

Richard Goff, formerly in the ad- 
vertising department of Denver Dry 
Goods Company, has joined Wooley 


|& Hunter Advertising Agency, Den- | 


ver, to do account and contact work. 


en | 


! 

Pierce Adds Radio 
The Pierce School of Practical | 
Nursing, Los Angeles, has added | 
radio to its intensive newspaper and | 
magazine drive. Faraon Jay Moss 
& Associates, Los Angeles, is in| 


charge. 
| 


Ward Appointed 

James A. Ward Company, Chi- 
cago, has been appointed Midwest 
representative for Rocky Mountain} 


| Beverage Analyst, Denver. 


Now Irvin Myerson 

| Levy-Myerson Agency, Chicago, 
has changed its name to Irvin 
| Myerson Agency. 
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—THAT CHOP SUEY is avmost 


} UNKNOWN IN CHINA ? 


IT ORIGINATED IN THE US! 


— THAT WP TF, RALEIGH, 


is THE ONLY NBC CLEAR 
CHANNEL STATION OF AS 


MUCH AS 5,000 WATTS, 
in NORTH caro.ina, 

SOUTH carovina 
or VIRGINIA ? 


RALEIGH, N.C. 


5,000 WATTS-CLEAR CHANNEL 
FREE & PETERS, INC., NATL REPRESENTATIVES 
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DECADE BRINGS IMPORTANT ART CHANGES 


K avser 


an Guten Shinar Chiltion sae 
at a Low Price... 


You know how important o ploce eatro sheer 
chiffon plays in your wordrobe 30 you con 
judge just how vital this volue event is 

141%... SUPPER HEEL”, in 45 gouge, extro 
sheer chiflon picot edged, porticularly lovely in 
the new, fall shades 

139K... SLENDO” HEEL enjoys tremendous pop- 
vlority in this 45 gouge sheer chiffon . . with 


smart picot edge ; 
NEW FALL SHADES: Piccadilly, Regent, River- 
side, Plaza, Avenue, Porklane. 
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tL Kayser . 


Up-to-the-minute art technique plays an important part in Kayser advertising. 
Ten years have wrought the changes shown here. 


At the left, the modernity of 


Then, photographic subjects, beautifully executed, 
And finally, at the lower right, the 1938 fall 


technique—sophisticated wash drawings coupled with the swiny of limerick lines. 


| 
—— 


Jingles, New Art 


‘Will Identify 
Kayser Campaign 


New York, Sept. 
| participation in a 


6.—Consumer 
limerick contest 


Co. in a new fall campaign that | 
will get under way next week. Al- | 
though the contest will run for 


only five weeks, the drive will con- 
tinue until Christmas, with spright- 
ly jingles the keynote of all copy. 

Kayser will award 123 prizes 
representing $1,000 in merchandise 
to successful creators of the 
'ing last line 


will be required for eligibility. 


Wash Drawings Replace Photos 


An outstanding feature of 
campaign will be the introduction of 
a sophisticated wash drawing to re- 


place the Wendell Macrae photo- 
graphs that have marked Kayser 
layouts in recent years. The fall 
campaign, which will appear in 


Life, will be supplemented by news- 


paper advertising in cooperation 
with dealers. Sherman K. Ellis & 
Co. has the account 


Gets Fabry Coolers 


Fabry Mfg. Company, Alhambra, 
Calif., has appointed H. Charles 
Sieck, Inc., Los Angeles, to direct 


the advertising of its room air cool- 


| ers. 


miss- | 
Sales slips showing | 
a minimum purchase of one dollar | 


the | 


j 


Worsham to Teach 

James A. Worsham, whose latest 
book, “The Art of Persuading Peo- 
ple,” was released last week 
Harpers, has joined the faculty of 


the School of Advertising and Mer- | 
chandising, City College of Law and | 


Finance, St. Louis, as instructor in 


will be sought by Julius Kayser & | salesmanship. 


by | 


— 


Color F idelity 
Selected as Theme 
for Pabco Linoleum 


(Picture on Page 39) 
San Francisco, Sept. 8.— That 
| Pabco linoleum fits more accurately 
| than any other into the decorating 
|plans of home managers because of 
its true colors will be the fall aq. 
| vertising motif of Pabco-Paraffine 
Companies, as announced today by 
A. B. Mueller, advertising and sales 
| promotion manager, in a broadside 


to 15,000 dealers. 

Pabco has a phrase for it: “Color 
| fidelity,” which it amplifies as “the 
| whitest white, the truest blue” for 
| kitchen, bathroom, or wherever 
linoleum is used. The color fidelity 
|background will be sketched in 
| bleed color pages which will aid 
| the company to prove that its col- 
/ors do not suffer by comparison 
| with fixtures or furniture of the 
'most brilliant hues. 

Another important, though indi- 
rect objective of the fall campaign 
is to extend use of linoleum to 
rooms hitherto reserved for more 
luxurious floor coverings. The copy 
avoids making an issue of this point, 
but subtly urges use of Pabco for 
\“a cheerful kitchen, distinctive 
|bath, gracious hallway or living 
/room, distinguished dining room, or 
| restful bedroom.” 

American Home and Woman's 
Home Companion will carry the 
| consumer copy, while an aggressive 
| business paper campaign is putting 
| dealers in the mood for “more fall 
| profits with Pabco.” 


} 
| 
| 
} 


Consolidated Edison 


to Repeat Package Offer 


Consolidated Edison System, New 
York, will promote its “necessity 
package” again this year. The 
package, consisting of four electric 
appliances, will sell for less than 
half the cost of the same articles if 
bought separately. 

Manufacturers whose _ products 
are included are Artistic Lamp 
Mfg. Company, New York; General 
Electric Company, Bridgeport; 
Proctor Electric Company, Phila- 
|delphia, and Westinghouse Electric 
|& Mfg. Company, Mansfield, O. 
| Newspapers will be used in the 
|New York metropolitan area. 


| 
Apple Brandy to Myers 
Mount Freedom Apple Brandy 
Company, Livingston, N. J., has 
appointed William M. Myers, New- 
ark, to direct advertising and pub- 
licity. Metropolitan newspapers will 
| be used. 


| McClung to “Press” 


Luther McClung, formerly with 
the Longview Daily News and Jour- 
nal, has been named circulation 
manager of the Press, Fort Worth, 
Tex., succeeding Clarence E. Lem- 
on, resigned. 


B& Bto Move 


Benton & Bowles will soon move 
its Hollywood office to larger quar- 
ters in the Equitable bldg. 


‘GOOD NEWS 


FOR PRODUCTION MEN 


This free book describes dozens 
of ways you can save time and 
speed production by using ‘stats. 


Write for your copy today! 


CHICAGO: 360 North Michigan—STA. 5977 
CLEVELAND: Ninth-Chester Bidg.-MA. 9335 
NEW YORK: 415 Lexington —VA. 3-368°0 
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10 GLASS ASSOCIATION COW HOLDS STAGE sults being gauged by weekly sales | Horlick’s malted milk tablets “for 


Horlick Program 
Awaits Outcome of 
‘Elaborate Test | 


(Picture on Page 39) 


Racine, Wis., Sept. 8.—Designed | 
to show the potentialities of the) 


reports from druggists. Magazine 
copy will also be equipped with 
coupons. 


Hinges on Test Campaign 


The test campaign will run 
through October, and future pro- 
motion plans will be based on 
methods revealed most effective by 


quick energy.” 

The malted milk tablet sells for 
ten cents. While distribution is as 
widespread as for its famous big 
brother, Horlick’s in powder form, 
sales have never approached the 
figure reached by the latter. The 
tablet is available either in natural 
or chocolate flavor. 


W. Scott Faron has resigned as director of 
publicity for Ross Federal Research Cor- 
poration to become advertising manager 
of the Glass Container Association, New 
York. 


Free Want Ads | 
Newspaper’s Gilt 
to Young Readers 


Oklahoma City, Sept. 8.—If ad- 
vertisers can sell adults by inter- 
esting children in their products, 
a newspaper can do the same thing. 
This is the reasoning of George 
Pappas, classified manager of the 
Oklahoma City News, which has 
just inaugurated a juvenile want 
ad section, giving youngsters under 
16 space without charge. 

Not only are the parents mani- 
festing interest in the innovation, 
but the kids are being developed 
into want ad writers and readers of 
the future, Mr. Pappas reported. 

The children are supposed to 
write their own classified copy, of- 
fering to buy, sell or trade any- 
thing they own or would like to 
The advertisements are 
limited to 24 words and they must 
confine themselves to articles which 


possess. 


only children can use. A week’s 
free insertion is offered, but the 
newspaper asks the children to 


notify it as soon as results have 
been garnered. 

The copy may be mailed in or 
brought in person. The News re- 
erves the right to reject or rewrite 
any proffered advertisement, but 
thus far has had little of either to 
do 

Mr. Pappas suspects that the par- 
ents are often called on to help the 
children with their want ads, and 
that the plan yields immediate as 
well as future dividends by getting 
the whole family interested in the 
classified pages. 


New Rate Card 


Station WABC, New York, has 
issued a new rate card designed to | 
conform with the same discount 
system used on all other stations 
owned and operated by the Colum- 
bia Broadcasting System. 


hitherto neglected tablet, among | ay SS 
other things, Horlick’s Malted Milk i ee | nd 
Corporation today launched one of go ol — a ae 
the most exhaustive test campaigns Sa LO Ererrmtere . 
in its history through Roche, Wil- eq \or=_? ey 
liams & Cunnyngham, Chicago. as U ie Sat pe 
Seventy-eight newspapers in 52 
cities are being used, with three 
test methods indicated—by coupon, | 
weekly sales reports of druggists in| jobbers in large areas. 
certain cities, and total sales to/ will be used on 


the experiments. 

From the viewpoint of novelty, 
a cut-out board being displayed on 
platforms of the Chicago Elevated 
Railways and the Illinois Central 
system is noteworthy. The elevated 
railway has banned non-standard 
displays heretofore, appearance of 
; | the Horlick cow in silhouette thus 
Spot radio | marking a more liberal policy by 
small stations, re- | the 


Plans Fall Campaign 


Cinaudagraph Corporation, Stam- 
ford, Conn., will soon launch an ex- 
tensive fall campaign in business 
papers. Copy will feature the qual- 
ity, characteristics and economy of 
the complete line of Electro-Dy- 
namic and Permanent Magnet 
speakers. Reiss Advertising, New 
company. The cut-out features | York, handles the account. 


Horlick malted milk cow. 


The famous 
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Some folks just can’t wait to get a taste of something that looks good, others 


~—~more cautious perhaps—want to find out more about it, or see how the 


Issues Movie Catalog 


YMCA Motion Picture Bu- 
New York, has issued a silver 
anniversary edition of its catalog | 
of commercial films. It lists about | 
‘0 pictures, produced by 44 national 
dvertisers. 
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other fellow likes it, first... . In this latter class are many advertisers who are 
not yet Rogers customers. But, there are a lot of buyers of engravings—big 
ones, and particular ones—who have had a taste of what Rogers can do for 


them, and they keep coming back for more, year after year. . . . They have 


their own reasons. of course. Some want freedom from technical worries. 


Some are pretty exacting about true color reproduction. Others want speed, 


without sacrificing high quality. They all want the best engravings their 


money will buy, and the kind of cooperation they receive from their own or- 
ganization. ... If you haven’t had your first taste of what Rogers Craftsman- 


ship and ability to satisfy your demands mean, now is a good time to call us. 


Kocers ENGRAVING COMPANY 


Adolph F. Buechele, President + Master Craftsmen of Photo-Engraving 
2001 CALUMET AVENUE + PHONE: GALUMET 4157 +© CHICAGO, ILLINOIS 
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“EVERY WOMAN'S 
HOUR” 


WFBR’s new 
PARTICIPATION PROGRAM 


conducted by 
“JANET PARKER’ 


A sparkling, vitally interesting pro- 
gram conducted by a woman who 
knows her subject and knows her 


audience. “Miss Parker’ is a gradu- 
ate of the University of Maryland 
in Home Economics and holds an 
M.S. degree. 


“Everywoman's Hour” goes on 
Monday through Friday; 30 min- 
utes each day. 


Write for rates and details. 


In Baltimore, da 


ON THE NBC RED NETWORK 
E AL REPRES 


ARD PETE 


ADVERTISING AGE 


Getting Personal 

Ornamenting his Westchester estate by the addition of a flock 
of ducks, geese, and swans proved expensive to George Washington 
Hill, pres., American Tobacco Company, when 54 birds valued at 
$2,000 were killed by tar road dressing which flowed into a pond 
on the Hill property from a nearby highway project. Mr. Hill was 
vacationing with his family in Canada at the time. . . 

Al Fairbanks, s. m., Peter Doelger Brewing Corporation, Harri- 
son, N. J., believes in putting a hobby to commercial use. Peter 
Doelger recently took to the air with a new radio show, and the 
featured singer is none other than the very same Al Fairbanks. . . 

Wm. S. Paley, pres., CBS, and Alfred J. McCosker, board chair- 
man, MBS, friendly rivals for radio business, were shipmates on the 
return trip from Europe... Sherman K. Ellis, head of his own 
agency, and client Harry C. Hatch, board chairman of Hiram Walker- 
Gooderham & Worts Ltd., Walkerville, Canada, sailed together for 
Scotland to attend the official opening of a new Hiram Walker dis- 


tillery. The adman will also study advertising methods in the British 
a 


Chester H. Lang, General Electric advertising manager, lends a hand in the 

cornerstone laying of a new Schenectady, N. Y., hospital. A strong box con- 

taining historical documents and a sound film of part of the ceremony were 
cemented into the block. 


Roy C. Holliss, g. m., N. 7. Daily News, has few peers as a deep 
sea fisherman. After a battle lasting over an hour and a half in 
Maine waters, he landed a 709-pound blue fin tuna, missing the 
U. S. record by a scant pound. It was no fluke either, for he caught 
a 655-pounder the day before. H. B. Sherwood, a. m. of the News, 
witnessed the catch and will vouch for the yarn. . . 

Hollister Sturges, Jr., publisher, The Ulster County Press, is 
honeymooning on the high seas, bound for England. . . Earle C. An- 
thony, owner, KFI-KECA, Los Angeles, is in Europe. .. A. V. B. 
Geoghegan, v. p., Young & Rubicam, Inc., returned with the Labor 
Day throngs after a vacation. . . 


~ USHERING IN MAXWELL HOUSE RADIO SHOW 


oe 
ee 


a] Me 
° 


Hollywood movie executives joined General Foods executives in celebrating the 


debut of "Good News of 1939,"" new Maxwell House radio program. Left to 

right: Louis K. Sidney, MGM radio director; John W. Nichelson, General Foods: 

William Baker, Benton & Bowles; Robert Young, master of ceremonies, and 
Meredith Willson, NBC Western musical director. 


A. D. Lasker, until recently head of Lord & Thomas, sampled 
William Randolph Hearst's hospitality at the publishing mogul’s Wyn- 
toon ranch. . . Helen O'Leary, for seven years a secretarial employe 
of Outdoor Advertising, Inc., who nursed literary ambitions, was re- 
warded for her sparetime efforts when her review of the new movie, 
“Algiers,” won her an all-expense trip to Paris. 

R. G. Jennings, who resigned as a Crosley Radio Corporation 
executive to join H. W. Kastor & Sons Advertising Company in Chi- 
cago, vacationed in the East before reporting for duty after Labor 
Day 

William H. Howell, of the executive staff of Lord & Thomas, 
Chicago, visited his beloved Mexico for a vacation, but spent the 
entire period on his back with a severe attack of influenza 

John M. Krings, advertising manager of Modern Machine Shop, 
Cincinnati, gladly forsook the dubious joys of bachelor life Sept. 3, 
with the assistance of Sarah Jane Williamson. 

Its hi-yu skookum Chief Tyee now for Burt Cochran, Chicago 
exec. of McCann-Erickson, since his recent trip to the West Coast 
He qualified as a member of the exclusive Tyee Club of Campbell 
River, B. C., when he landed a 49!2-lb. Tyee salmon on standard rod 
and reel. Membership in the club requires landing a 
weighing over 40 lbs 


'yvee salmon 


Daniel Starch delivered ten lectures at Iowa State College, Ames, 
on human factors in management Phil Henriquez reports pleasure 
at working for the St. Louis Post-Dispatch, which gives three, instead 


of the usual two weeks’ vacation 
1 bi = cs q ? ee. 2 es : 
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Sidewalk Chats 
Weighed as Key to 
Public Opinion 


Philadelphia, Sept. 8—Advertis- 
ing men will shortly be called on to 
decide whether a new _ research 
technique developed by Station 
WFIL, Philadelphia, gives a true 
cross section of public opinion. The 
method, formulated by Donald 
Withycomb, general manager of the 
station, provides for interviews of 
pedestrians on sidewalk programs. 
Thus far, 124 persons have been 
questioned, the outstanding fact 
being their eagerness to express 
their views. 

Mr. Withycomb plans to continue 
the method, billed as “The Listener 
Speaks,” until 500 interviews have 
been completed. Recordings will 
then be played before a jury of ad- 
vertising men, who will tabulate the 
significant facts in a single report. 


Defend Adventure Shews 


The daily interviews have been 
highly democratic in nature, house 
maids and bank presidents being 
found in the WFIL sidewalk net. One 
of the outstanding facts revealed 
was that juvenile adventure shows 
are regarded as healthy for the 
youngsters by the majority, who 
take issue with the reported criti- 
cism of educators and other alleged 
experts. No less than 111 of the 124 
took this viewpoint, less than 3 per 
cent believing them harmful, while 
76 per cent admitted that they 
themselves sit in with their off- 
spring on such shows. 

Those serial dramas also get a 
clean bill of health from the femin- 
ine contingent. Many women not 
only admitted that they like such 
programs, but a number said they 
plan their housework so that they 
will be near the radio when certain 
shows of that nature are aired. 

The usual criticisms of too many 
and too lengthy commercials were 
voiced. Too abundant spot an- 
nouncements of a _ heterogeneous 
variety were also objected to by the 
majority. 

A surprising result was reached 
in polling the audience on network 
productions. Only 51 out of the 124 


voted for this type of entertainment, | 
| 68 saying they prefer local produc- 


tions. 

Adam Hat Newspaper, 

Radio Drive Augmented 
Adam Hat Stores, Inc., New York, 


is planning an augmented fall news- | 


paper and radio campaign. About 


| 500 newspapers in the East and Mid- 


dle West will be used, including a 
number in which copy will be 


| placed by local licensees. 


Adam will again sponsor sports 


broadcasts over an NBC Blue net- | 
work of 39 stations, an addition of | 


11 stations from the previous series. 
Glicksman Advertising Company, 
New York, has the account. 


McManemin Joins Federal 
John C. McManemin, Jr., has 


joined the copy department of Fed- | 
eral Advertising Agency, New York. 
He was formerly with J. M 
and William Esty & Co 
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New Packaging | 
May Spell Doom of 
the Milk Wagon 


Sterilizing Process Said 
to Make Possible Keep. 
ing Milk Indefinitely 


Waukesha, Wis., Sept. 8.—A revo. 
lution in milk distribution methods 
is promised by the Grindrod Pro. 
cess Corporation, which claims tp 
have perfected a method of steriljz- 
ing and vacuum-packaging milk go 
that it will keep indefinitely. The 
company asserts that milk so treat- 
ed is immune to the inroads of time 
and that the milk wagon will soon 
become an anachronism. 

Basic principles of the steriliza- 
tion process were discovered 18 
years ago by George Grindrod, then 
chief chemist and director of re- 
search at the laboratories of the 
Carnation Company at Oconomo- 
woc, Wis. Its use in the dairy in- 
dustry, however, had to await the 
perfection of stainless steel, vacuum 
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RALLWAY EXP 


sealing of cans and bottles and in- 
side enameling of cans. 


Food Value Retained 


| The Grindrod process, the com- 
pany asserts, preserves the natural 
flavor of the milk and retains all 
of the values present in the product 
|when it comes from the original 
| source. 

The company has already licensed 
'a distributor to market sterilized 
| chocolate malted milk under its pat- 
tents, while one of the country’s 
largest brewers is pondering the 
potentialities of sterilized malt 
syrup. 


Four Join Staff of 
Good Housekeeping 


| Addition of three men to its Chi- 
| cago sales staff and one in New York 
‘has been announced by Good 
Housekeeping. The Chicago expan- 
‘sion embraces Andrew Duncan 
who has been sales director of Na- 
‘tional Tea Company; Glover M 
Young, formerly of Modern Maga- 
zines and Simplicity’s Prevue Mage: 
zine, and John Lanigan, of C. D 
Bertolet & Co., publication repre- 
sentative. 

Charles Henry Hornburg, Jr., has 
| joined the New York staff of Goo 
| Housekeeping. He was former) 
with Young & Rubicam and late! 
district sales manager for George A 
|Hormel & Co. 


| Offers Bowl Covers 


for Premiums 

Procter & Gamble Company has 
adopted, for a limited time only, ‘ 
new premium offer to boost P & G 
| white naphtha soap. Through 
Compton Advertising, New York, 
the offer is being announced via 
“The Guiding Light,” P & G radio 
program on the NBC Red network. 

Ten cents in coin, plus front pan- 
els of three P & G soap wrappers 
will bring the listener a set of two 
transparent pliofilm bowl covers 
The offer extends only to Sept. 16. 
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ICE CREAM MIX BOWS 


Here's a new, del EASY way 
to make home-made ice cream! 
Nothing to add—no mixing, measur- 
ing or tedious work! And SUCH ice 
cream! Creamy, rich, tempting —with 
the REAL ice cream taste and texture 
you've been wishing for. Simply open 
the con —whip for five minutes— and 
pour into refrigerator tray. Freezes 
in 45 minutes! Try some today. 


“ICE CREAM IN A CAN!” 
‘Nothing to Add—No Mixing 


Just Whip— find Freeze 45 Minutes! 


AT YOUR GROCER'S 


Newspaper space and radio announce- 
ments are being used by Meyenberg 
Milk Products Company, Salinas, Callif., 
to introduce a new prepared ice cream 
mixture. The drive has just started in 
Los Angeles and will gradually be ex- 
tended throughout the West. 


Larger Budget 
Backs Sales Rise 
of Virginia Rounds 


(Picture on Page 39) 

New York, Sept. 7.—With sales 
continuing far ahead of last year 
despite a decrease in volume for 
the whole cigarette field, Benson & 
Hedges will launch its first cam- 
paign in consumer magazines for 
Virginia Rounds in October issues 
of two publications, supplemented 
by newspaper gravure in 15 cities. 

Sales of Virginia Rounds during 
the first three months of this year 
were nearly 40 per cent higher than 
the same period a year ago, and the 
increase for the first six months of 
1938 was almost as great. Virginia 
Rounds are in the luxury cigarette 
class, selling for 20 cents a pack. 

The promotion budget set up for 
the campaign is flexible. When 
sales during one period are on the 
upgrade, the appropriation for the 
next period’s advertising is aug- 
mented. With sales far ahead of 
last year thus far in 1938, the 
budget has been boosted to make 
possible the debut in magazines. 
Paris & Peart handles the account. 

The magazine drive will begin in 
the October True Story with a color 
insertion devoted to a premium 
offer. For 25 cents and a wrapper, 
Benson & Hedges will send a fancy 
ash tray with a rose petal design 
worked out by McClelland Barclay. | 
The only other magazine on the 
schedule at the present time is The 
New Yorker, and the premium offer | 
will be accorded incidental men- | 
tion in the copy. 

| 


Con-Sol to Ridgway 

Consolidated Chemical Company, | 
St. Louis, manufacturer of Con-Sol 
floor finishes and treatments for 
chools, hospitals and other build- 
ings, has placed its advertising ac- 
count with the Ridgway Company, 
St. Louis. Business papers and di- 
rect mail will be used. 


Davitt to Speak | 
William J. Davitt, president of | 
the National Association of Mail | 
Order Men, will speak at the first | 
fall meeting of the Illinois Associa- 
ton of Mail Order Men Sept. 13 at 
headquarters, 203 S. Dearborn | 
treet, Chicago. 


Delaney Retires 

J. H. Delaney, formerly vice- | 
president and one time president of | 
1 Service Engraving Company, 
eveland, has retired because of | 
health. 
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Spalding Retires 
from Retail Field 


in Philadelphi 


Philadelphia, Sept. 8.—Announc- 
ing that it will discontinue opera- chase ; 3 . 
its swanky establishment | to indicate just how far this policy 


tion of 


a 


| thereafter. It will operate a whole- 
\sale department to handle the 
| school, college and athletic team 
itrade, but beyond that will dis- 
' tribute only through dealers and 
pros. 

Spalding has discontinued several 
stores recently, but officials declined 


here and thus bow itself out of the will be extended. The company is 


retail end of the business in favor 
of other outlets, A. G. Spalding & 
Brothers, manufacturer of sporting 
goods, today indicated golf profes- 
sionals as the major agency for sale 


of its golf line. 


The company’s own retail stocks 
will be sold out within ten days and | 


Spalding will confine 


itself 


still heavily interested in retailing, 
operating 78 stores in leading cities. 


Wheatena on MBS 


A new Mutual Broadcasting Sys- 
tem network series of broadcasts 
sponsored by Wheatena Corporation, 
featuring Ford Bush and Tinkle Toy 


to | band, will originate in Philadelphia, 


wholesale business in this territory | starting Sept. 16. 


Gottschaldt in Boston 


Allan C. Gottschaldt, formerly 
head of Gottschaldt-Humphrey, At- 
lanta agency, has joined the execu- 
tive staff of Harold Cabot & Co., 
Boston agency. 


Philadelphia Celebrates 

Philadelphia will celebrate the 
250th anniversary of Market street, 
principal shopping street, Sept. 12- 
13. All retail stores are cooperating 
with special window displays to 
mark the anniversary. 
Frank Best Appointed 

Frank Best & Co., New York, has 
been appointed to handle the adver- 
tising of the Pennsylvania Drug 
Company, New York. Newspapers 
and magazines will be used. 


Sager Starts Agency 


Irving O. Sager, formerly adver- 
tising manager, Honor Brand Frost- 
ed Foods Corporation, has resigned 
to open his own agency at 11 Beach 
street, New York. 


O. S. Tyson Appointed 


O. S. Tyson & Co., New York, has 
been appointed to conduct a cam- 
paign for a new automatic solder- 
ing-iron stand manufactured by 
C. E. Hayes, Philadelphia. 


Mackenzie Shifted 


Robert Mackenzie, illustrator, has 
been transferred from the Detroit 
office of Fawn Art Studios to the 
Cleveland office. 


WAR MO 


MRS. SIKORA’S LIFE STORY 


$ 


ard size. 


611,000 
tha fat deg! 


FLASH! The morning Chicago Herald 
and Examiner, published in modern, tab- 
loid form for the first time on Labor Day, 
sold over 611,000 copies to a Chicago 
public that read it, liked it, asked for more! 
...» [his was almost double the average 
circulation of this newspaper in stand- 
At 40c a line, national adver- 
tisers are certain of a tops buy in 
Chicago's only morning tabloid! 


Chicago Herald 
and Examiner 


National Representatives 


TABLOID NEWSPAPER ADVERTISING SERVICE 


Walter Rompel, General Manager 


New York City... 
Chicago, Illinois. 

Detroit, Michigan __. 

San Francisco, California. . 


_.235 East 45th Street 
333 N. Michigan Avenue 
7-245 General Motors Bldg. 


681 Market Street 
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Pennsylvania Court 
Kills Ban on 
Gasoline Discounts 


Price Cutting Not 
Harmful to Public, Says 


Judge 


Philadelphia, Sept. 8.—Gasoline | 
marketers in Pennsylvania today | 
sadly contemplated the fragments 
of the legislature’s act of 1937 mak- 
ing the posted price of gasoline the 


official retail price, below which no 
station was allowed to sell. The | 


handiwork of the legislature was| 
virtually wrecked yesterday by 
Judge Karl E. Richards in the 


Dauphin County court when he held 
that the statute was an unconstitu- 
tional restraint on business. 

Refiners fear that the decision 
will plunge the industry into a price 
war in which motorists will find it 
to their advantage to shop for the 
lowest price, with the posted price 
being merely a starting point for 
negotiations. 


Licenses Are Needless 


The latest dilemma developed 
when William B. Brown, gasoline 
dealer of Amity Hall, Pa., joined the 
Sperry-Hutchinson Company, Pitts- 
burgh trading stamp concern, in at- 
tacking the law. Brown was inter- 
ested in ending the rule of posted 
prices; Sperry-Hutchinson in chal- 


RAY 


lenging the provision requiring uni- 
form prices for gasoline. 

Both actions were successful, the 
court entering injunctions restrain- 
ing the state revenue department 
from enforcing the clause requiring 
gasoline dealers to obtain licenses. 
Brown argued that the law con- 
flicted with contracts under which 
he agreed to sell gasoline to fleet 
owners at prices under the posted 
tariff. The Sperry-Hutchinson Com- 
pany’s trading stamp business was 
restored to good standing by the 
court’s ruling that a little price- 
cutting might be good for the pub- 
lic, if not for the trade. 

An official of Atlantic Refining 
Company today deplored the deci- 
sion as inviting chaos. He ex- 
pressed the fear that all of the evils 
which flourished prior to passage of 
the law will return with new allies. 
He was particularly downcast over 


|the rule that not only is price cut- 


ting legal, but the dealer may dis- 
pose of the last vestige of profit by 
giving the buyer trading stamps to 
be redeemed for merchandise. 


Philco Resumes 


Work at plants of the Philco 
Radio & Television Corporation was 
resumed Sept. 7, when a labor dis- 
pute which had endured since May 
was settled. The settlement comes 
just in time for Philco to execute 
its ambitious fall advertising pro- 
gram. 


Scrogum Named 

Earl W. Scrogum has been ap- 
pointed director of advertising for 
National Sportsman and Hunting & 
Fishing, Boston. Mr. Scrogum was 
formerly advertising manager of 
Automobile & Trailer Travel. 


NEW WRINKLE IN SALES CHARTS 


Griswold Enters 
Public Relations 

Glenn Griswold, former editor 
of Business Week, has entered the 
publication relations field as a con- 
sultant. 

He has established offices at 330 
W. 42nd street, New York. 


“ . ae . 
“Inquirer” Picks Moore 
Warner R. Moore, who has been 
with the Hearst organization for 15 
years, has resigned from the local 
advertising staff of the New York 
Journal-American to become local 
advertising manager of the Phila- 
delphia Inquirer, effective Sept. 19. 


JORD 


Announces 


AN 


That after 10 years as head Art 


Director for Blackett-Sample-Hummert, 


Inc., his services on a free-lance basis are 


now available to Agencies and Advertisers. 


Mr. Jordan is particularly interested in 


the creation of Layouts, and Consultation 


on all problems relating to Advertising Art, 


Production, Type, Color and the entire 


Physical Appearance of your Advertising. 


Inquiries should be addressed to 


RAY 


SUITE 1306 « 
+ % ‘ a: ¥: 


66 


E. SOUTH WATER 


RANDOLPH 5642 


JORDAN 


ST. «+ CHICAGO 


THE BRIGHTEST SPOT in the whole electric appliance field! 
Every year sees increased sales of Toastmaster products. 1938 
is leading 1937, biggest year to 


date in all Toastmaster history. 


Toastmaster Products division of McGraw Electric Company believes in sticking 
to its guns on the pop-up feature of its appliance. 
dealers this unusual sales chart has been used effectively. 


In telling its sales story to 


in Magazines for 
John Hancock 


Boston, Sept. 8.—The fundamen- 
tals, rather than the ‘“embellish- 


ments” of insurance will be empha- 
sized in the revamped campaign 
plans of the John Hancock Mutual 
Life Insurance Company, it was re- 
vealed here today with announce- 
ment that the new copy series will 
appear during October and Novem- 
ber in eight national magazines. 
Large illustrations, treated in an 
informal fashion, will be utilized to 
achieve a human interest objective. 


offered via the coupon route. This 
booklet will also stress the funda- 
mental value of insurance and will 
evaluate that need in terms for the 
average individual. 

The schedule includes American, 
Better Homes and Gardens, Col- 
lier’s, Cosmopolitan, Fortune, Good 
Housekeeping, National Geographic 
and Time. Livermore & Knight, 
Inc., is the agency in charge, and 
Irving E. Blaine, the account execu- 
tive 


Salesmen Guests 
of Ad Managers 

The Chicago Advertising Manag- 
ers’ Club will hold its first fall meet- 
|ing at the Electric Club Sept. 13, 
with representatives of three media 
as speakers. 

Maurice T. Reilly, manager, Chi- 
cago Tribune plan department, will 
make a bid for a hypothetical $500,- 
000 food advertising appropriation. 
Others who will tell how this sum 
should be spent are Emmons C. 
Carlson, sales promotion manager, 
National Broadcasting Company, 
Chicago division, and J. E. Elliff, 
| Western manager, The Saturday 
Evening Post. 


| TPA to Open Season 
| The first fall meeting of the Tech- 

nical Publicity Association will be 
| held at the Midston Club, New 

York, Sept. 12. Dinner will be 
|served at 6 p. m. and the program 
| collateral advertising for the New 
| York World’s Fair. He will discuss 
| the significance of the fair in devel- 


| oping merchandising trends and ex- | 
| plain how advertisers can get best. 


| effects from their fair exhibits. 


| Mallory Stresses Style 

_ Three national magazines, Col- 
| lier’s, Esquire, and The Saturday 
| Evening Post, are being used in the 
current campaign of the Mallory 
Hat Company, Danbury, Conn. Full 
pages, alternating between two- 


| used December, emphasizing the 
| Style appeal. Tracy-Locke-Dawson, 
| New York, has the account. 


| - - — 


Norge Promotes Two 
| Glenn O’Harra, forme rly in 
charge of the range division, Borg- 
Warner Corporation, Detroit. has 
| been named Eastern sales manager 
|} of the Norge division, and R. E. 
| Densmore, formerly in charge of 
| refrigerator sales, has been ap- 
pointed Western sales manager. 


Kenwood Mills 
Sponsors Fashion 
a la Morpheus 


New York, Sept. 8.—Apparently 
rejecting the oft-repeated assertion 
that women dress to attract others 
rather than to clothe themselves, 
Kenwood Mills has started a drive 
to win acceptance for blankets as 
“night clothing,” at the same time 
emphasizing proper attire for the 
one-third of his life the average 
snoozer spends in bed. 


Lists Magazine Schedule 


Women cheerfully pay the cost of 
a Kenwood blanket for a dress they 
know they can use for only a single 
season, argues the advertiser. The 
obvious moral is that they ought to 
be willing to spend an_ equal 
amount to buy “glorious sleeping 
comfort for so many years.” 

The Kenwood campaign, using 
the slogan: ‘“‘How to enjoy one-third 
of your life,” will appear in Ameri- 
can Home, Better Homes & Gar- 
dens, Bride’s Magazine, Good House- 
keeping, House Beautiful, House & 
Garden, Ladies’ Home Journal, Mc- 
Call’s, and Woman’s Home Com- 
panion. G. Lynn Sumner Company 
is the agency. 


Tying in with this theme is a booklet | 


| will include a talk by Arthur Free- | 
| man, director of merchandising and | 


color and black and white, will be | 


| USE PRINTING 
FAITHORN 
3 -in-1 service 


_ Faithorn is built upon the founda- 
_ tion of offering a superior service 
_to advertisers and advertising 
agencies... Not only is this 
evident in the finished work, but 
_also in price and actual time 
saved ... Faithorn 3-in-l serv- 
| ice offers typography, engrav- 
ing and printing—all under 
ONE root . .. The saving of 
| TIME alone avoids your chas- 

ing the rainbows of discon- 
| nected suppliers whose respon- 
| sibility is limited to the work they 
do... You will be pleased with 
| FAITHORN SERVICE. On that next 
_ job try us and note the difference. 
'Simply phone Wabash 7820. 


For many years 
Finchley has 
used FAITHORN 
3-in-one complete 
service. You, too, 
can now enjoy its 
many advantages. 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish. 
but all are here, ready to serve you .-- 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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September 12, 1938 


ADVERTISING AGE 


Close Contact with 
Customers Called 
First Essential 


Cheringten Says Many) 


Big Companies Become 
Too Aloof 


New York, Sept. 8.—Anticipation 
of public tastes is not merely an in- 
teresting trick, but a necessity, if 
the advertiser is to stay in business, 
Paul T. Cherington, president, Mar- 
ket Research Corporation, New 
York, said in a paper prepared for 
a session on market analysis and 
sales planning, to be held during the 
International Management Congress 
at Washington Sept. 19-23. 
Cherington was critical of advertis- 
ers who spend considerable sums for 
research, however, and then fail to 
put their discoveries into practical 
effect. 


His subject was “Consumer Wants | 
who | 


and Sales Planning.” Others 
will contribute to the same session 
are N. Baliol Scott, fellow of the 
Institute of Industrial Administra- 
tion, London, who collaborated with 
R. Robson, of the research depart- 


ment of Harrod’s, London, on ‘“Cus- | 


tomer Research for Department 
Stores”; Wroe Alderson, division of 
commercial research, Curtis Pub- 
lishing Company, on “The Merits of 


Selective Selling’; L. D. H. Weld, | 


director of research, McCann-Erick- 
son, Inc., “Scientific Determination 
of Regional Sales Potentials”; Dr. J. 
G. Stridiron, Philips 
Eindhoven, Holland, “Some Recent 
Developments of the Problem of 
Seasonal Variations in Sales:” and 
Lawrence B. Whit, New York, on 


“Fundamentals of Sound Sales Plan-| 


ning. 

The Washington meeting will be 
devoted exclusively to discussion of 
the papers, which have been made 
available to members in advance. 


Dr. Cherington said that the mass | 


producer has met defeat more often 
through failure to keep sensitive to 
changing ideas of his customers than 
through all other causes combined. 
His paper was colored by the new 
philosophy at Washington. 


Need New Statement 


“For filling consumers’ wants,” 
said he, “consumers permit a profit. 
This is not the customary way of 


stating the case. As a matter of fact, | 
it is a relatively new conception of | 


the purposes of business, and it has 
not yet come into general accept- 
ance. 

“The social aspects of business, 
considered in the light of human 
living conditions, need a careful re- 
statement by some competent and 
alert philosopher. Somebody ought 
to do thoroughly and impartially for 
modern society what Karl Marx did 
inadequately and with disturbing 
prejudice and bias, but with vigor, 


Dr. | 


Lampworks, | 


PRACTICAL RESEARCHER 


Market 


Pau! T. Cherington, 
Research Corporation, who advises care- 
ful analysis of public tastes and a sub- 
sequent application of the findings to 


president, 


for the society and business he knew 
}a hundred years ago.” 


| cific instances where research deter- 
| mined the courses of advertisers. In 
ithe case of a refiner, contacts with 
|'motorists indicated that the trend 


toward oi! packed in cans was real | 


and growing. A producer of toilet 
tissue, on the other hand, discovered 
'that demand for tinted papers re- 
ported by his salesmen was ephem- 
'eral and fleeting. 

The visitors from London told 


was employed to provide a solid 
foundation for promotion efforts. 
One of the most suggestive studies 
was that of intervals between pur- 
chases. 
| was indicated, 
| ties suggested an automatic follow- 
up system for every charge account, 


| 


based on the normal frequency of | 
In other words, failure to} 


purchase. 
buy at specific intervals acted as a 
danger signal for the store. 


Pick Your Customers 


The Curtis expert contrasted se- 
lective selling with random markets 
or mass markets. The theory of se- 
lective selling, he said, starts from 
the assumption that significant fac- 
tors of selectivity exist on both the 
_supply side and the demand side. 
There are selective factors among 
products which render them suit- 
| able for particular classes of people 
jand selective factors among consum- 
lers that make them better prospects 
for commodities in general. 

“Thus there is a natural and reg- 
ular pairing of a particular segment 
of supply against a corresponding 
|segment of demand,” said Mr. Al- 
derson. “The process of facilitating 
|}the most suitable pairings of prod- 
ucts and people is what is known 
as selective selling. This principle 
is the foundation of the faith of 


the marketing specialist that he can 
contribute to orderly marketing by 
analysis of the marketing process.” 
organized 


The consumer move- 


Dr. Cherington related two spe- | 


how analysis of customer records | 


While no general pattern 
individual peculiari- | 


ment has become increasingly im- 
portant, he said. Increased critical 
awareness of consumers may force 
advertisers to tell more comprehen- 
sive and fundamental stories about 
their products. Likewise, the pres- 
sure of trade groups for “guarantees 
|against operating losses on any 
| product or line’ may force the ad- 
| vertiser to secure greater advertis- 
|ing effectiveness from smaller ap- 
| propriations. 


Measuring the Market 


Mr. Weld, discussing determina- 
| tion of sales potentials, said the ex- 
|pert field is in particular need of 
| yardsticks. He told of the develop- 
iment of the correlation method, 
| which refers to the degree of cor- 
|respondence between two sets of 
| data. Manufacturers of office equip- 
ment, for instance, found a definite 
|correlation between their sales and 
| postal receipts. Other factors which 
|also exhibited a high degree of cor- 
|relation were bank deposits, busi- 
/ness telephones and value added by 
|manufacture, from the Census of 
| Manufactures. Eight other factors 
|were discarded after tests. The 
| four positive factors were combined 
|'by multiple correlation. The com- 
bination so closely parallels sales 
ithat it could be used in estimating 
|what total office equipment sales 
should be in any district in the 
| United States. 

Mr. Whit, discussing sales plan- 
ning, said that when a large cash 
register company started research, 
it discovered that instead of the 
average retailer, the saloon was 
‘found to be the best prospect be- 
cause of careless bartenders. Again, 


eS + 


| 
'a house-to-house baker could not 
|be sold transparent wrappers upon 


| the basis of eye-appeal until he was | 


|asked to describe a cake and do it 
|full justice. The study also indi- 
\cated that nearly 70 per cent of 
| women shoppers were unaware of 
\the exact price they paid for bak- 
ery products. 


A laundry found that its best 
prospects were families owning 


washing machines because they had 
|more money to spend. 


Coffey Joins Haire 


John E. D. Coffey has joined the 
Haire Publishing Company, New 
York, as advertising manager of 
Carpet & Upholstery Trade Review. 
He was formerly advertising man- 
ager of Carpet and Rug News, and 
business manager of Drapery 
Profits, published by Bill Brothers 
Publishing Company, New York. 


Hall Joins Ross Federal 

Donovan Hall, formerly advertis- 
ing manager for Frederic Blank & 
Co., importer, New York, has been 
named national advertising man- 
ager and director of publicity for 
the Ross Federal Service Inc., and 
Ross Federal Research Corporation, 
New York. 


Diener Gets Magnavox 

William L. Diener, Inc., Chicago, 
has been appointed agency for the 
Magnavox Company, Fort Wayne, 
Ind. National magazines will be 
used to promote the company’s line 
of radio and phonographic equip- 
ment. A campaign will also be con- 
| ducted in business papers. 


33 
Pennsylvania 
Hotels to Push 
Drive During 1939 
Philadelphia, Sept. 8—At the 


start of a three day business gath- 
ering, 400 members of the Pennsyl- 
vania Hotels Association today ap- 
proved a survey of results accomp- 
plished by its cooperative advertis- 
ing campaign during the past year. 

Headed by President Franklin 
Moore, who is manager of Hotel 
Penn-Harris, Harrisburg, associa- 
tion officials voted to continue the 
campaign through 1939 and urged 
members to avail themselves more 
fully of the aid offered by the as- 
sociation and to tie in with adver- 
tising efforts of the Commonwealth 
of Pennsylvania. John Falkner 
Arndt Company will continue as 
agency. 

Distribution of 60,000 copies of 
“Live,” a new publication of the 
association, was made this week to 
all member hotels on the basis of 
two copies per room. 


Westinghouse to 


Dramatize Campaign 

As a part of a million dollar fall 
better lighting campaign, Westing- 
house Electric & Mfg. Company is 
sponsoring a 10,000 mile promotion 
tour to present jobbers’ salesmen 
and dealers with merchandising on 
lighting equipment. 

The sales story is being told by 
means of a miniature stage set 
showing actual applications of the 
new equipment. An amusing skit 
is the vehicle for the message. 


average clerical wages 


a year. Wages are higher 


WAPI 


New York. 


Birmingham, 


ne tw 4 


l 1937 the average wage paid by the 
big companies that make up most of 
Birmingham’s payroll greatly exceeded 
$1700 a year. A rece 


story told of an increase in New York’s 


And living expenses are lower. That means 
ACTIVE PURCHASING POWER — NOW 
Birmingham Income Tax collections in: 
1937 increased 100‘ over 1936. 

Last year, Birmingham bought 114 elee- 
tric refrigerators for every thousand 
homes. Throughout the nation, sales were 


less than 18 refrigerators per thousand 


nt newspaper 


to only $1672 


in Birmingham. 


One station in B 


most powerful s 
Alabama’s only 


Columbia’s key 


Chicago, Detroit, Milwaukee, Los 


IS BIRMINGHAM A 


homes. That’s over 500°¢ greater sales in 
Birmingham than the national average! 
Last year, Birmingham families increased 
their use of electric current by over 21. 
Nationally, the increase was less than 
13‘¢. The increase in electric current con- 
sumption in Birmingham was greater than 


the national average by over 61%! 


irmingham—WAPI—can 


carry your message to Alabama. It is the 


tation in all the state. It’s 
clear-channel station and 


station for Alabama. It’s 


the one medium that can help you obtain 


volume sales — now —at low selling cost. 


BIRMINGHAM~:5000 WATTS - THE VOICE OF ALABAMA 


Columbia's Key Station for Alabama + Represented by Radio Sales: 


Angeles, San Francisco 
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STANDARD 


American Mercury 


Atlantic Monthls 
Current History 


WORE cavececees 
Harpers Magazine 


Total Group 


GENERAL 


*Ace Fiction Group 


American ; 
American Boy 


*American Forests 
American Home (National).. 
American Home( Sp. Edition) 
American Legion ‘ ‘ 
Arts & Decorations..... a 
Dh Bhaeae awed endenanwees oa 
{Better Homes & Gardens 

*Big Seven Group 


Boy's Life 
Child Life 
Christian Herald 
College Humor 
Cosmopolitan 
Country Life 
es 


Esquire (National) es 
Esquire (Sp. Edition)... 
*Extension Magazine 
WED pace srtcsecess 


*Grade Teacher 
Graduate Group 
House Beautiful 
House & Garden 


TTT TTT ree 
Pe t6ebickedeede 042 
Mechanix Illustrated 
*Mechanics and Handicraft. . 
*Moose Magazine 
National Geographic 
Nation's Business 
Open Road for Boys 
Physical Culture 


*Picture Play 


Popular Mechanics 
*Popular Publications 


Popular Science 


DE «kay ae & 66 
Scientific American 
Scribner's Magazine 


*Secrets 
Spur 


EL Tee ere Te eT eee 
*Street & Smith Combination 


*Thrilling Group 


Town & Country 


MEE tiecassawes 
True Detective 
*Yachting 


Total Group 


WOMEN’S MAGAZINES 


Farmer's Wife 


Good Housekeeping 


Harper's Bazaar 
Holland's 


Household 


Junior League ..... 
Ladies’ Home Journal 


Mademoiselle 
McCall's 
Parents’ 
Photoplay 


Pictorial Review 


Sunset 


SEPTEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 


—1938——, 
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Lines 


10,920 


25,301 


13,629 
13,963 
16,706 

6,637 
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9 25,814 
1 17,674 
5.9 10,852 
6 20,148 
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193 7—— ——1938 m—— 1937 , 
Pages Lines Pages Lines Pages Lines 
<i) fs err ere 36.6 15,703 49.5 21,278 | 
9 9408 | VOBUC .ceeeeeeececerseceeees 182.1 115,119 208.0 131,498 
9 6.729 | Woman's Home Companion... 45.7 31,129 53.0 36,081 
) 1.204 | Woman’s World ............ 8.3 5,655 11.8 8,066 
eo oA7 ——————_ ae 
ner Total Group ..... Levee cee 464,294 ... 526,793 
‘y9.893| WOMEN’S GROUPS 
Fawcett Women’s Group— 
POE Cuscitnccccess ves 23.7 9,983 25.5 10,737 
3 632 Motion Picture ..........-. 24.6 10,345 25.8 10,874 
19.295| Movie Story .......... -++ 24.8 10,443 27.9 11,718 
7'801 Romantic Story ...... i 7,126 = 19.6 8,248 
4.242 Screen Book ....... ates 10,325 25.6 10,768 
47.810 True Confessions ......... 17.3 7,298 20.3 8,564 
3'296 Macfadden Women’s Group— be 
11.911 Love & Romance ......... 27.5 $3.07 30.4 13,084 
7553 Movie Mirror ...... rere 12,796 34.7 15,339 
9'73¢| Radio Mirror ............. 25.4 10,908 30.2 12,988 
24.395| True Experiences ........ 27.6 11,868 31.2 13,413 
»' 300 True Romances . 27.9 11,977 34.2 14,694 
9.112 Modern Magazines- 


Modern Romance 26.2 11,244 36.9 15,849 


apt Modern Screen ........... 31.6 13,595 42.2 18,145 
9'501| _ Radio Stars .............. 22.9 9,828 34.1 14,641 
23420 Screenland Unit-— ’ = 
ed ae? eee 15.6 6,699 27.4 11,776 
“4137 Sliver BCFOON ...cssesess - Bae 6,741 27.4 11,7990 
c 
ayo Total Group ...........- ... 163,013... 202,628 
334) ourpoor 
66,913 
9 10,127} American Rifleman ......... 22.5 9,672 26.6 11,420 
CSTE EW ieee B BATON ci cc soescvses 28.4 12,203 30.1 12,947 
36,298 | Fur-Fish-Game ............. 15.1 6,487 16.0 6,892 
42,258 | Hunter-Trader-Trapper .... 13.5 5,821 16.1 6,909 
14,191] Hunting & Fishing ......... 12.8 5,498 17.6 7,572 
916| National Sportsman ........ 12.6 5,424 21.8 9,385 
10,490 | Outdoor Life ......-+-eeeeeee 25.4 10,899 28.4 12,214 
6,286 | Sports Afield ...... ai éwar ens 7,239 20.7 8,885 
2,629 o- —_—_—S -_—_- — 
8,341 Total Group. < eee 63,243 ve 76,224 
) 27,261 
5.0 2,607 MAIL ORDER 
1 6,066 Comfort ..... 5.3 3,606 6.6 4,508 
9.6 4,075 Good Stories 3.4 2,354 5.0 3,459 
1 17,273 | brome Circle ..... 30 2.160 3.1 2,226 
‘7 2,628 | trome Friend .........--- 3.0 2167 4.8 8,414 
29.0 12,443) \iother’s Home Life..... 41 2881 +5.3 3,748 
18 ee Woodmen of the World 1.6 701 4.2 1,828 
of oo, io - — a —— _———— 
5 7,098 Total Group cote ase 13,869 +. 19,183 
0 3,448 
9.4 33,201 vs eee eee Coe i 
5 19/866 AUGUST ADVERTISING LINAGE 
9.2 2,072) WEEKLIES & SEMI-MONTHLIES 
sy Bpi. *The American Weekly ..... 15.9 30,418 33.7 64,349 
5 4,751| Business Week ..........--+- 70.0 30,051 105.9 45,462 
6.4 2,768 |Collier’S ....-...eseeees cs Be 56,987 111.9 76,130 
52.9 33.433 | Forbes iabekabeesns 16.4 7,052 24.6 10,571 
eng eR er ree 28.1 11,838 43.2 18,182 
717,.941| Liberty. ; checnn. Se 14,057 44.2 18,977 
Life .. Rr 65.0 41,395 209.0 132,959 
a eer eer eT Oe Te CT Te 19.4 13,233 e6e seen 
THE MEW TOPE ccc cessvness 113.6 48,749 113.3 48,648 
10.052 |*New York Times Magazine. 22.7 23,641 28.1 29,246 
37.306 | Newsweek ........seeeeeeees 30.7 913,192 30.5 13,096 
5 123.331 |. a 13.7 5,905 7.8 3,381 
5 11,014| The Saturday Evening Post.112.3 76,369 152.1 103,487 
7 5,918 Pe: Wee kGadidekseedoece 13.1 13,519 20.5 21,203 
5.7 10,707 rere ee ....+-129.0 55,348 214.5 92,044 
2 7,135 *United States News - 13.1 927,411 16.4 134,383 
1 30,673 ~_—- — 
5 8,801 Total Group . tas ova Gwen soe Weaneee 


"5 issues. 

tNot included in total. 

*Figures provided by publisher. 
{Now 632 lines to page 


SUPERIOR 9519 


©P.§. My address is 155 East Ontario Street, Chicago—J.A. 


LUTHER VON SCHANZ 


Luther, who shares a studio with me, gets very annoyed when the 
phone rings and wakes him up. But me, I don’t mind, in fact I 
like it when someone calls me up and says he wants me to 
make some layouts or drawings. Just dial sup. 9519 any old 


time and ask for John Averill. To heck with Luther. 


cash with order. 


insertions. 


_ — a 


The rates for this department are as follows: 
“Help Wanted,” “Positions Wanted, 
“Representatives Available,” 30 cents a line, minimum charge $1. Terms 


“Representatives Wanted,” and 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
$4.75 per inch. Write for descriptive folder describing discounts for term 


POSITIONS WANTED 


—} 
HOTELS AND APARTMENTS 


To the President 
of a Certain Chicago 
Advertising Agency: 


If you’re the one I mean, you 
value fresh viewpoints and 
ideas, both for keeping present 
accounts and for securing new 
ones. Account executive, now 
employed, 15 years in creative, 
service and sales, all media, 
wants wider scope. If you are 
interested, let’s talk it over. 
Box 1520, ADVERTISING AGE, Chgo. 
Available to Substantial Eastern 
manufacturer or printer, adman able 
take full charge all advertising, in- 
cluding house organ. Formerly head 
direct mail dept. leading New York 
printer; copy dept., prominent 4A 
agency; advertising executive Gen- 
eral Electric; editor national graphic 
arts magazine. Practical knowledge 
printing. 38. 
Box 1517, ADVERTISING AGE, N. Y. 


Specialist in planning and designing 
direct mail-and dealer display adver- 
tising can help manufacturer two 
days per week. Versatility as copy- 
writer, layout man, and artist, plus 
knowledge of graphic arts, will save 
you money on production costs. 


$5.00 FOR SATURDAY NIGHT!! 

$8 for Board—$2 for Laundry. Writer 
of Powerful, Persuasive Copy will go 
anywhere and settle for Expenses. 
25, Personable & Experienced, Worth 
$2,500 a year. Prefer smaller city— 
no catch! A. R. Fisher, 958 East 
147th, Cleveland. 

Experienced publicity woman wishes 
job with agency or manufacturer 
merchandising foods, house furnish- 
ings or building materials. 

Box 1513, ADVERTISING AGB, Chgo. 


WILL REPRESENT IN EAST 
Services of trade paper advertising 
staff of three salesmen traveling 
Kastern states, and with permanent 
New York office, available for some 
publisher seeking competent repre- 
sentation. 

Box 1519, ADVERTISING AGE, N. Y. 


Box 1518, ADVERTISING AGE, Chgo. 


REPRESENTATIVES AVAILABLE 


PROFESSIONS AND TRADES 


Insurance sales letter writer wanted. 
Permanent or part time. 
Box 1521, ADVERTISING AGE, Chgo. 


“IT WAS EASY TO 
CONVINCE MY HUSBAND” 


“He has always had a fine home. 
He has very definite ideas about 
home decorations and furnishings 
and wants them carried out to his 
own tastes. He demands solid com- 
fort in a quiet and restful atmos- 
phere, yet he wants to be close 
to his business and downtown 
activities. That's why we chose 
the Seneca for our permanent 
residence,”’ 


Here is truly luxurious living in 
rooms and suites decorated and 
furnished to your individual taste. 
Sparkling, ultra-modern G. E, 
electric kitchens. Smart appoint- 
ments — popular cocktail lounge, 
unique Blackamoor Room. And 
all at moderate rentals—just 5 
minutes from the Loop. 


Lee Perry, Managing Director, in- 
vites your inspection. 


SENECA HOTEL 
200 EAST CHESTNUT STREET 
SUPerior 2380 


MISCELLANEOUS 
EXTREMELY LOW COST 
process reproduces direct from your 
copy without necessity of costly type- 
setting and cuts. Ideal for all sorts 
of advertising material, bulletins, 
sales letters, testimonials, sales man- 

uals, ete., ete. 

ANY SIZE CAN BE FURNISHED. 
300 COPIES (8%x11”) $2.50 
Additional hundred copies only 25c 
Even lower prices for quantity orders. 
Send for samples and free informa- 
tive book 
Laurel Process, 480 Canal St., N. Y. C. 
GET BUSINESS AT LOWEST COsT 
We will gladly send you samples of 
our new PHOTO AD-CARDS. They 
get results. Adapted to any business 

or profession. 
GRAPHIC ARTS PHOTO SERVICE 
Market & Third Sts., Hamilton Ohio. 


Magazine Linage 
for September 
Declines 21.8% 


New York, Sept. 9.—Making the 
best showing since June, advertis- 
ing linage in September national 
magazines totaled 1,222,527, a de- 
cline of 21.8 per cent from the Sep- 
tember, 1937, total of 1,562,662, 
according to figures released today 
by Publishers’ Information Bureau. 
This compares with a 23.1 per cent 
drop reported in August. . 

Weekly and semi-monthly maga- 
zines, reporting August linage to- 
day, fared not quite so well in 
terms of percentages. The total for 
| this group was 455,932 lines, a de- 
cline of 35.9 per cent from the 712,- 
118 lines reported at this time last 
year. 

The picture for the monthlies was 


| 


_brightened by the gain scored by | 


| the standard group. This group re- 
}ported 21,531 lines, an increase of 
|8.2 per cent over the 19,893 lines 
| carried in September, 1937. 

General magazines carried 496,- 
577 lines, a drop of 30.8 per cent 
from the comparable 1937 total of 
717,941. Women’s magazines re- 
ported 464,294 lines, a loss of 11.8 
per cent from the 526,793 shown at 
this time last year. 

The total for the women’s group 
magazines was 163,013, a drop of 
19.5 per cent from the September, 
1937, total of 202,628. Outdoor 
magazines carried 63,243 lines, a 
decline of 17 per cent from a 1937 
total of 76,224. 

Mail order magazines reported 
13,869 lines, a total 27.7 per cent 
less than the 19,183 reported a year 


3 Manufacturers 
Join Forces in 


Grocery Item Drive 


New York, Sept. 8.—Wilbert 
Products Company, Brillo Mfg. 
Company and Hygienic Products 
Company, Canton, O., today dis- 
closed plans for a combined mer- 
chandising and display drive in the 
grocery field this fall in which three 
products will be featured as 
“Housecleaning Needs.” 


Salesmen United 


The products are Wilbert’s Wax, 
Brillo and Sani-Flush. Combined 
sales forces of these companies will 
attempt to place at least 25,000 of 
the special displays in grocery 
stores this fall, adopting in this field 
a technique that has_ previously 
proven successful in the drug field. 

W. I. Tracy, Inc., agency for Wil- 
bert, was named responsible for de- 
velopment of the tie-up. 


Albany Club Is Host 


The Albany Advertising Club en- 
tertained at a luncheon last week 
George McManus, Otto Soglow. 
Russ Westover, Alex Raymond and 
Lyman Young, cartoonists, Arthur 
(Bugs) Baer, humorist, and Harry 
Welch, the “Popeye” of radio, stage 
and screen. They were in Albany 
for a series of appearances and 
broadcasts in connection with the 
Comic Weekly, which Hearst's 
Times-Union is now distributing 
here. 


ago. Figures and page totals for 
the individual publications are 


| shown in the accompanying table. 
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legitimacy of Free 
Goods Offers 
Upheld by FIC 


(Continued from Page 1) 


was in fact included in the $25 to 
be paid by the purchaser, hence 
the “free goods” were in no sense 
qa real gratuity. 


Samuel Stores, Inc., replied that | 


the free goods were actually pro- 
vided to purchasers in conformity 
with the offer as advertised. After 
investigating carefully, the Federal 
Trade Commission not only agreed 
with the defense, but by implica- 
tion, at least, praised the chain 
store for its high principles, which 
it found above reproach. 


Part of Overhead 


“Through various advertising 
media,” said the FTC in its analysis 
of the case, “Samuel Stores, Inc., 
represented that for a limited time 
it would give certain specified mer- 
chandise free with the purchase of 
any other merchandise in a speci- 
fied amount. The evidence showed 
that the cost of the articles desig- 
nated as ‘free’ and which were 
given in connection with the pur- 
chase of other merchandise in a 
specified sum was charged to the 
company’s advertising appropria- 
tion and became a part of the gen- 
eral operating overhead of the busi- 
ness. 

“The advertising clearly and con- 
spicuously stated the terms and 
conditions under which the ‘free 
goods’ could be obtained by cus- 
tomers. The free goods were actu- 
ally given to all purchasers who 
made the required purchase in the 
specified amount, thereby fulfilling 
the conditions upon which the gift 
was predicated. 


Everything Above Board 


“The customers were in no way 
restricted or limited as to the arti- 
cles of merchandise bought in mak- 
ing the purchase required to be 
eligible for the free goods. The 
prices of all merchandise sold dur- 
ing the time the offer was adver- 
tised were based on a standardized 
markup and were the same before 
and after the periods during which 
the special offer was in effect. The 
advertiser fulfilled the terms of its 
offer by actually furnishing to each 
customer making any purchase in 
a specified sum the specific article 
offered as free goods.” 

The commission said that the 
offer of free goods is recognized as 


CANNY GAELS SCORE DIRECT HIT 


MILLIONS OF GLASSES 


37 HANLE 's 


OF HANLEY'S - - 
_ALWAYS RIPENING 


iN HANLEY'S VAST STORAGE CELLARS 


‘Yors will bs he glad te mow that the Homley’s Ale pou will be 
ergowins (ang weeks tram, noe 6 slowly mallow today um the omal, 
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Latetione of expecemoe i brewing Abe crtenineh  mman whe 
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€asy To Better Te Drink 
THE STANMPARD OF ZECHELEENEE SINCE tare 
a 


Uw jeree Mendes € 


By using pictures of its employes in current advertising Hanley Ale Company is 


building staff good will. 


Harold Cabot & Co., Boston, is in charge. 


a powerful psychological magnet to 
draw trade, and the advertiser ex- 
pects to profit either through an 
immediate direct profit on some 
article which must be purchased, or 
indirectly through increased good 
will, likely to result in future 
patronage. 

Where the advertiser recognizes 
his responsibilities and meets them 
by sacrificing, for a limited time, a 
part of his normal profit on his en- 
tire line, he may receive no imme- 
diate direct profit from the trans- 
action, the commission pointed out. 
In fact, the merchandise required 
to be purchased must bear not only 
its own cost and its own share of 
the general operating overhead, but 
also the cost of the free goods and 
its share of the overhead. 

“Under such circumstances,” the 
commission said, “the free goods 
offer is hardly deceptive, for the 
purchaser actually does obtain the 
specified free goods at no additional 
cost over the ordinary and regular 
price of the merchandise required 
to be purchased. As far as the 
buyer is concerned, therefore, he 
actually receives the free goods 
without cost. In reality, the prac- 
tice in such a case is a convenient 
and impelling method of calling at- 
tention of the public to price re- 
ductions in the goods which must 
be purchased.” 


Deception Is Outlawed 


This case can hardly be consid- 
ered analogous with those in which 
the commision has ordered cessa- 
tion of the “free” offer because it 
was not free, the analysis said. 
Many conditional free offers result 
in deception of the buyer. In some 
instances, the advertiser will in- 
crease the price of the article re- 


|quired to be purchased, offsetting 


in whole or part the cost of the 
“gift.” In others, the merchant 
substitutes merchandise inferior to 
that ordinarily sold, thus recover- 
ing all or part of the cost of the 
“free goods.” 

“In cases of this kind,” said the 
commission, “there is necessary de- 
ception of the purchaser, since the 
‘free goods’ are in no sense free. 


The recent decision of the Supreme 
Court in the Standard Education 
Society case indicated no sympathy 
whatever for such practices. The 
court said: 

“*The practice of promising free 
books where no free books were in- 
tended to be given, and the prac- 
tice of deceiving unwary purchasers 
into the false belief that looseleaf 
supplements alone sell for $69.50, 
when in reality both books and 
supplement regularly sell for 
$69.50 are contrary to decent busi- 
ness standards. To fail to prohibit 
such evil would be to elevate de- 
ception in business and to give to it 
the standing and dignity of truth.’ ” 

Speaking for itself, the commis- 
sion summarized its reasoning in 
these words: 


Advertiser Not Monopolistic 


“Where, as in this case, adver- 
tising offering the free goods, clearly 
and conspicuously states the terms 
and conditions under which the 
goods may be secured, the adver- 
tiser does not occupy a monopolistic 
or near-monopolistic position, the 
free goods are not distributed by lot 
or chance, and there is no decep- 
tion through fictitious pricing or 
through substitution of inferior 
merchandise, or otherwise, the free 
goods offer does not constitute an 
unfair method of competition and 


the complaint is accordingly dis- 
missed.” 


COMPETITORS PUSHED 
CASE AGAINST SAMUELS 


New York, Sept. 8—Samuel 
Stores, Inc., operates a chain of 
credit shops across the country, 
under different names, handling 
women’s and children’s apparel. 
Two names used in several cities 
are Long and Jordan. The grand 
opening of the Long Store in 
Washington, D. C., precipitated the 
FTC case. 

The announcement of that open- 
ing was heralded in large space in 
the Washington Times on March 12, 
1937, with a “sensational two-day 
free offer” headlining the copy. The 
offer consisted of a sport coat to be 
given away with purchases of $25 
or more. A similar offer has been 
used on 20 or 25 occasions by 
Samuel outlets in various cities. In 
some cases it was reduced to $20. 

The Better Business Bureau of 
Washington, D. C., and officials of 
leading department stores in that 
city, testified at the FTC hearing 
last November, as well as NBC and 
CBS representatives, since the offer 
was featured in loval radio pro- 
grams. In most of the radio scripts, 
the word “free’’ was changed to 
“without additional cost.” 


| 
| 
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HOSPITAL 


PERCENT OF 


BUSINESS IN 


HOSPITALTOWN 


WITHIN 10 POINTS 


OF PRACTICAL LIMIT 


cattd 0b A 0 ALLS TENOR ODE dives 


ip i 


Eye’ catchers get them! | 


The account that needs pepping | 
up needs Eye’catchers 


vast library 
need. . 
month. 


100 new, smartly merchandised 


VERY month photo- 
graphic eye catchers to give point and potency to promo- 
tions . . . all situations . all kinds of business al 
sizes .. . ONE PRICE. 
Posed by New York's top models . . shot in leading studio 
Inspirational, clever and practical ... great for idea men A 


of forceful subjects to meet 
. . RIGHT IN YOUR OWN OFFICE. . 
Glossy Print Plan for those who cannot use 


Write for FREE new Fall proofs and Trial offer. 


PHOTOMATS, (0 E. 38th St., N. Y. 


| 
every advertising | 
: - at $5 a 
mats 


Manufacturers need not search far to 


find the reason why business in Hos- 
pitaltown is as active as it is steady. 
that the more than 
6,000 hospitals in the United States are 
more than 70 per cent occupied, only 


Statistics prove 


ten points off from their practical occu- 
(20 per 
the usual safety 


pancy ceiling of 80 per cent. 
cent is considered 
cushion to allow for incoming and out- 
going patient movements, cleaning, dec- 
orating, room 


changes, disinfecting, 


ete.) 


Few markets can show current opera- 
tions within 10 per cent of their capac- 
ity and suppliers to hospitals will find 
this a productive field for concentrating 


their sales efforts. 


Further evidence of Hospitaltown’s 
robust business activity is seen in the 
more than $58,000,000.00 of hospital 
construction and remodeling projects, 
allotments, bond issues and _ other 
financing announced in the past ten 
weeks, indicating continued good busi- 
ness in the future, also. 


HOSPITAL MANAGEMENT is de- 
voted to the field of hospital adminis- 
tration and for that reason is read by 
the executives who have charge of the 
actual operations of the leading institu- 
tions of the country. They buy the 
materials and supplies required for suc- 
cessful hospital operation, and are the 
buying authorities who must be im- 
pressed favorably by those sellers desir- 
ing to influence volume business 
Hospitaltown. 


in 


Hospital Management 


} 100 E. Ohio St., Chicago — 330 W. 42nd St., New York 


Pacitic Const representatives: Don Harway & Co., Los Angeles and San Francisco 


The National Magazine of Hospital Administration 
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First Venture Into 
Space Brings New 
Doernbecher Copy 


Furniture Maker to 


Expand Promotion in 
Western Cities 


Portland, Ore., Sept. 8.—Doern- 
becher Mfg. Company, maker of 
bedroom furniture whose initial 
venture into advertising was a suc- 


cessful “Better Bedrooms Week” 
promotion in 100 western cities this 
summer, today disclosed plans for 
an expanded campaign to herald 
the advent of its first trade-marked 
line. 
To Publicize Dealers 

Clarke E. Dye, president of the 
80-year-old company, said today 
that first copy to appear in this drive 
will be a full color page in The 
American Weekly Oct. 9. Also on 
the schedule are the Sunday maga- 
zine sections of Salt Lake City Trib- 
une and the Spokane Spokesman- 
Review. Copy will include the 
names of all Doernbecher dealers 
and will devote much attention to 
the ‘New Yorker” line which was 


specially designed for this promo-| 


tion. 

Dealers are to be provided with a 
complete line of sales helps includ- 
ing window streamers, displays and 
special price tags. In addition, they 
will distribute to their customers an 
eight-page magazine printed in full 
color and titled “Better Bedrooms.” 

Coincident with the announce- 
ment of the campaign, President 
Dye released the company’s earn- 
ings figures for the first six months 
of the year, showing a net loss of 
$13,005 on gross sales of $1,089,975. 
For the full year of 1937, sales to- 
taled $3,859,137, net income $172,573. 


COMPLETE MAP 


for all who 
ADVERTISE 
SHIP and SELL 


in 
America’s 


Richest Market 


HAGSTROMS 


ROAD MILEAGE MAP 
300 MILE RADIUS 


FROM NEW YORK CITY 
WITH 


SPECIAL MILEAGE GUIDE 
and INDEX 


THIRTEEN (13) STATES 

PORTLAND, ME. to 

RICHMOND, VA. and 
PITTSBURGH, PA. 


Just Off the Press 


SEND FOR CIRCULAR 


HAGSTROM COMPANY 


INCORPORATED 
Established 1016 


ADVERTISING AGE 


Retail Linage in 
Smallest Decline 


Since April 30 


Chicago, Sept. 9.—Retail display 
advertising for the week ended 
Sept. 3 was 11.9 per cent below the 
corresponding week of last year, 
the smallest decline from 1937 levels 
registered during the 17 weeks since 
| April 30 of this year, according to 
| the ADVERTISING AGE Index of Retail 
| Activity. 

Total linage for the 79 major 

markets included in this Index was 
| 17,700,183 against 20,102,987 for the 
|corresponding week of 1937, the 
loss amounting to 2,402,804 lines. 

| For the first 36 weeks of this year 
|ended with the date reported news- 
| papers in the measured cities have 
|carried a total of 619,472,323 lines 
against 698,951,832 lines for the 
comparable 1937 period, a loss of 
| 79,479,509 lines or 11.4 per cent. A 
|loss of 6.9 per cent is shown for 
|this year in comparison with 1936. 
|The following table shows varia- 
tions from 1937 totals for each week 
of this year: 


} 


Jan. 1 Pees ee — 0.8 
Jan. 8 . Pe ee : — 2.4 
|}Jan. 15 Pea i 3.7 
| Jan. 22 5.1 
t,t SPerererererererer 73 
| Feb. 5. etarati aes ia 7 
SS A See a erates — 7 
5S See oe nae - 6 


Feb. 26 . 
Beeren 5 nuns. Se bore ge 
March 12 

| Sere 
March 26 . Fos Cae 0 0 ee 
April 2 pk at 
Sree er ne . — 5.3 
April 16 
April 23 
April 30 
May 7 
May 14 
May 21 
May 28 
| June 4 
| June 11 
June 18 
;} June 25 
July 2 
| July 9 
\July 16 
| July 23 
| July 
|Aug. 6 


Aug. 5 earn 6 ae 13.5 
Aug. 20 eS 12.4 
Aug. 27 Cie 3 13. 


Sept. 3 


Individual linage figures for each 
‘city included in this Index are 
}shown in the tabulation adjoining. 


Tom Weinstein, of 
‘Get Thin’ Fame, 
Passes Away 


Chicago, Sept. 8—Tom Wein- 
stein, who came out of the army 
in 1919 with an idea which was to 
set the country’s women exercising 


|to music, was buried here yester- 
| day 
about 48 years old, died 


Mr. who was 
Tuesday 
following a stroke two months ago. 

Joining hands with Wallace, the 
physical culture expert, in 1920, 
Mr. Weinstein sold millions of pho- 
nograph records combining appro- 
priate music with the = staccato 
commands of the physical culturist. 
The account was handled by Wil- 
liam A. Durgin, then just beginning 
to manifest some of the copy writ- 
ing talent which he was to turn to 
such good advantage in the years 
to come 


Weinstein, 


With Mr. Durgin writing the copy 
for full pages in women’s magazines, 
the physical culture records became 
a national hobby. The Kling-Gib- 
son Company, the agency in charge, 
spent about $250,000 a year for sev- 


eral years on the “get thin to 
music” idea Both Mr. Weinstein 
and his partner came out of the 


partnership well padded with legal 
tende1 
The 


idea 


vitality of Mr. Weinstein’s 
such that Mr. Wallace is 
conducting two reducing pro- 
grams on Station WGN, Chicago 
Wallace was one of the pallbearers 
at the funeral of his old partner 


Was 


now 


Index of Retail 


| Markets 
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(Copyright, 1938, by Advertising Publications, Inc.) 


Based on total retail advertising volume in all newspapers in each city. 
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36-Week 36-Week 


36-Week 


% Gain 
or Loss 


c 


> Gain 


or Loss 


Period Period Period 1938 1938 Week 
Ended Ended Ended over over Ended 
City Sept. 5, 1936 Sept. 4, 1937 Sept. 3, 1938 1936 1937 Sept. 4, 1937 
Akron, O. . ~~... 10,906,635 11,515,270 8,242,560 —44 —08.6 305,347 
BER Bile ws 6.404 esa es 4,338,740 4,715,914 3,700,492 —14.7 —21.5 106,967 
ACGIBOGR., GA. cccceceese 9,836,288 10,400,002 10,219,510 +3.9 ak? 347.732 
baltimore, Md. 14,527,696 15,411,918 14,258,119 —1.9 7.5 501,819 
Birmingham, Ala 7,914,200 8,628,004 8,455,664 + 6.8 —2.0 236,992 
(Boston, Mass. ........ ~ 13,342,700 13,322,629 12,233,908 =u 5 =< 5 428,906 

| Bridgeport, Conn. ..... 6,211,492 6,674,228 6,027,872 —2.9 9.7 164,696 
po OS’ a Se 11,002,400 12,392,770 10,688,946 —2.9 —13.8 365,274 
Camden, N. J. 2,717,841 2,691,433 2,482,496 —8.7 —7.8 65,438 
Cedar Rapids, la, 3,387,678 3,543,232 3,205,972 —5.4 —9.5 87,374 
Chattanooga, Tenn 4,601,809 4,390,161 4,198,652 —9.9 —4.4 147,035 
Chicago, Ill. 20,053,726 22,112,476 20,560,093 + 2.5 —7.0 552,722 
Cincinnati, O 11,169,606 11,771,393 10,045,547 —10.1 —14.7 298,051 
Cleveland, O 13,345,622 14,490,746 11,757,063 11.9 —18.9 434,561 
Cupeesees. ©. ccacicsove #0008 .-s¢00¢0 ub eRS ‘ oe 260,081 
Dallas, Tex. 13,593,842 14,399,963 13,868,188 + 2.0 —o.7 433,475 
Dayton, O, 9,004,482 10,498,840 8,479,152 —5.8 —19.2 293,384 
Denver, Colo, 6,938,108 6,984,280 5,998,802 —=13.5 -14.1 186,390 
Des Moines, Ia, 4,347,217 4,442,064 4,314,675 —(),8 —2.9 137,645 
Detroit, Mich. 14,234,272 15,083,079 11,552,015 —18.9 —23.4 409,183 
Is] Paso, Tex : 3 0 ese gies ga 0nih ke ar 202,300 


Brie, PS. ..sss 
Evansville, 


Fall River, M: 2,404,271 


RK SHU S80 


147,309 
65 


Jersey City, N. J. 1,616,859 1,588,025 


4 eee 6,040,454 6,170,164 4,653,474 
Fort Wayne, Ind. "7,624,568 8,035,279 7,138,357 
Cy AP” Seren 4,125,371 5,025,692 3,811,255 
Grand Rapids, Mich 6,151,978 7,107,400 5,712,724 
Greenville, S.C a 3,995,37 4,605,356 4,309,041 
Houston, Tex. 4,786,254 10,974,956 11,063,242 
Indianapolis, Ind, ..... - 11,786,984 12,570,129 10,517,438 
Jacksonville, Fla. ..... 5,850,791 6,383,566 6,000,060 


1,364,343 


6,749,069 


6,231,170 


9,456,504 
5,161,770 
2,471,562 
7,585,340 
§ 855,080 
8,916,259 
5,814,606 
2,103,108 


6,063,204 


12,419,065 


SS, 278,084 
3,333,699 
6,299,370 
4.906. 387 
S.O75 489 


6,804,561 


Kansas City, Kans 1,650,131 1,830,766 
Knoxville, Tenn, 6,620,425 6,852,748 
Little Rock, Ark ~ 6,473,465 6,449,128 
we i SS. | er oe a 17,556,137 15,620,844 
Louisville, Ky. - 10,755,660 
Lynn, Mass. P ‘iis 6.799.086 6,759,214 
Manchester, N. H. ‘ 2,377,383 2,476,437 
Memphis, Tenn. ....... 12,541,342 8,140,428 
Milwaukee, Wis 9,919,319 11,508,621 
Minneapolis, Minn. 10,122,677 10,040,598 
Moline-Rock Island 5,702,362 6,210,475 
| New Bedford, Mass 2,250,996 2,319,534 
|New Haven, Conn. 6,070,638 6,438,494 
|New Orleans, La 13,115,056 13,598,623 
*+New York, N. Y. 42,063,459 43,756,057 d 
| tBrooklyn, N. Y. 4,541,564 4,510,278 
| Norfolk, Va. 6,567,752 6,528,802 
|Oakland, Cal.......... ~ 5.220.876 5.275.298 
| Oklahoma City, Okla... 7,552,031 8,308,258 
Peoria, Il) rin 7,331,816 7,902,063 
| Philadelphia, Pa 18,946,037 20,028,211 


Ariz 5,036,836 
**Pittsburgh, Pa 
| Portland. Ore 
++Providence, R. 1 
Reading, Pa 
Richmond, Va 
§Rochester, N. Y. 
Sacramento, Cal 


| Phoenix, 4,932,354 
“17,022,404 
8.815.564 
9,486,170 
7,310,442 
8,910,566 
12,133,287 


6,000,103 


15,433,586 
&, O82.583 
9,000,873 
6,276,102 
8,917,440 
~ 12,301,024 


6,022,125 


San Antonio, Tex 4,465,979 4,489,013 
} San Diego, Cal 9,593,766 $,812,132 
San Francisco, Cal . 10,434,391 10,957,750 


~ 9,015,196 


6,450,418 


Wash, .. 6,782,646 
Bend, Ind 5,908,343 


|} Seattle 
South 


Total 


*New York 
tBrooklyn 


June 24, 1937 
discontinued June 8S, 193 


American discontinued 
Times-Union 


*Daily Ledger discontinued June 23, 1937 
t*#Providence Tribune discontinued May 1, 1938 
**No Pittsburgh evening 


or Sunday papers 


P. H. Manz Succumbs 
to Heart Attack 


Paul H. Manz, chairman and D. E. 


stricken in a taxicab in 
and died while being 
Henrotin hospital 


the loop | committee: 
taken to} 
ket 


Mr. Manz was born in Chicago|Holmes Bure 
and began work for the engraving 


company as a 
was founded in 
The younger Mi 
retary 
because of his policie 


boy The business|rauff & 
1865 by his father.| director of r 
Manz became sec- | oration, with 
It was largely 
that the com- 


25 years ago 


pany became self-contained able 


|color photography to reproduction W.B 


Chicago staff 
Corpo! ation 


Hupp at Work Macintyre & 


Lining Up Dealers 


An aggressive campaign to bol- | papers 


ster its dealer organization has been 
started by Hupp Motor Car Cor- 
poration, preparatory to the intro- 


duction of two new low priced lines | _ 
in early October Chi 
W. A. MacDonald, vice-} 


is directing the drive 


resident. schools in 


Edward L 


a 
“ 


§Journal and Sunday American discontinued June &, 1937 


Ryan, 


17,144,226 


5,184,198 


13,362,006 


7,906,964 
7,559,984 
6,327,447 
& O80 046 


Spokane, Wash 5,053,978 5,333,454 4,936,092 
St. Louis, Mo 12,148,995 12,924,845 11,729,780 
St. Paul, Minn .. §$,778,995 7,592,101 
Syrac use, N. ¥ Seep 7.846.285 “6.971.956 
*Tacoma, Wash 1,256,903 3,984,596 


Tampa, Fla 4,094,022 4.234.486 4,086,024 
Toronto, Ont., Can . 18,517,555 13,279,833 11,782,525 
Troy, N. Y so &633,878 2,850,477 2,719,542 
Tulsa, Okla 6.768.565 6.603.332 6.095.814 
Washington, D. C 24.939.915 25.125.484 29 768.137 
Worcester, Mas 7,969,312 §,.215,817 7,065,927 
Youngstown, O., 6,353,760 6.232.593 4.002.44] 


698,951,832 619,472,323 


published from . 


au; F. 
and 


esearch, 


Mr 


Arthur 


Hirose 
chairman of the committee. 


‘Boston American and Advertiser combination discontinued April 25, 


Research Council 
Names Committee 
Robinson, general manager, 


Chester E. Haring, director, mar- 
research division, the Hooper- 
Stanley 
bery, Jr., research manager, Ruth- | 
Hirose, | 
Cor- 
acting as 


McCall 


‘to produce the completed job, from | Joins Gravure Service 


Wadsworth has joined the | 
of Gravure 
He was formerly with 
Simpson, 
Company and Major Market News- 


John 


‘Siebel Names Sedgwick 


Siebel Institute of Technology, 
‘ago, one of the oldest brewing 
the country, has selected 
Sedgwick Company, Chi- 


New- | 


Service 


Budd 


Week & 


Ended 
Sept. 3, 1938 
156,496 

73,192 
364,896 
410,783 
247,114 


179,452 


owe 


_ 


- 


Loss 


4% 


389,897 


cago, as 
Douglas M. 


4.5 179,116 
—2.6 249.004 
10.7 66,1234 
24.6 161,686 
-11.2 217,336 
24.2 109,184 
10.6 163,842 

6.4 125,734 
+ 0.8 308,812 

—16.3 385,336 
6.0 178,136 
4.1 29,130 
+5.0 42.070 
—1.5 209,286 
—3.4 210,854 
—11.0 531,004 
12.1 298,840 
23.6 176,106 
—.2 74,779 

6.8 243,250 

14.4 263,922 
—11.2 316,157 
—6.4 167.006 

-~%.3 55,188 

“5.8 182,154 
-8.7 319,168 
12.5 1,152,613 

—26.1 111,920 

—3.5 175,028 

—7.0 140,412 
——% 8 268,310 
—13.9 238,970 

14.4 513,012 

5.1 118,328 

~ —21.5 —- 439,628 
—10.3 291,466 
—20.3 251,287 

— 13.5 201,572 
9.2 270,928 

~ ——21.4 314,398 

11.0 243,334 

9.5 121,702 
12.3 268,226 

3.7 363,629 

—10.7 184,016 

26.9 175,748 

7.5 176,358 

9.3 339,645 

iP 302,810 

—12.3 201,636 

5.7 102,802 

3.5 114,422 
—11.3 365,100 

4.6 62,328 
—7.7 192,836 

9.4 713,720 

7.9 264,004 
—19.9 164,098 
~11.4 20,102,987 

1938 American 
1f38, to June 25, 1938 


| ecutive. 


changed to 


due to 


advertising 
Smith is 


mH bo te 


t 
bo bo oto sa) a ee 


4: 
lt 
4 
2 
& 
49 
7 
1 
8 
3 
4 


> C'S) & <3 


193,970 


66,780 


17,700,183 


strike 


treasurer of the Manz Corporation,| Federal Advertising Agency and| 
color printing and engraving house | president of the Market Research | 
of Chicago, died Sept. 8 following|Council of New York, has ap- | 
a heart attack Mr. Manz was] pointed the following membership | 
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QUESTION: 


What Makes a 
Reference book Valuable ? 


ANSWER: 


What's Inside of It! 


Here is what some of our subscribers and your prospects have 
to say about what's inside the Market Data Book Number of 


Industrial Marketing : 


The new “Industrial Ad Man’s Bible” is everything it should 
be and more.—Arthur H. Oberndorfer, adv. mgr., Hevi Duty 
Electric Co. 


We men of Armco will turn to it many times this year. 
and we shall never be disappointed in our quest for informa- 
tion.—_Wm. E. MeFee, American Rolling Mill Co. 


Already it has been of tremendous help to us in working | 
on our advertising plans for our clients.—Sue Adams, media . 5 
dept., Geyer, Cornell & Newell. i. 


It has proved most useful. You are to be congratulated 
on compiling such a valuable book.—C. W. Ruth, asst. adv. dir., 


Republic Steel Corp. 


A fine collection of marketing information all in one vol- 
ume. It will be kept on our desk for ready reference.—A. N. 
Dingee, adv. mgr., Electric Storage Battery Co. 


This book will be used constantly. I will take steps to see 
that it does not get out of my office-—W. W. French, sales pro. 
mgr., Dodge Mfg. Corp. 


It is about 100% in providing a convenient and easily re- 
ferred to set-up on this information.—E. 0. Bodkin, adv. mgr.. 


McCord Radiator & Mfg. Co. 


I know it will be a help and a starting point for many an 
investigation.—Ralph Neave, Jr., dir. of research, Fletcher & 
Ellis. 

I am always delighted to get this volume .. . it contains all 
the information we need.—-C. W. Kalbfus, adv. mgr., Elliott Co. 


I know it will help us greatly in marketing our industrial 
products.—J. R. Gainter, industrial division, Armstrong Cork 
Products Co. 


I cannot understand why any advertising man who makes 
use of business papers should try to get along without it.—-H. D. 
Payne, adv. mgr., Chicago Molded Products Corp. 


This gets better and becomes more valuable every year. 
G. L. Erwin, Jr.. asst. to vice-president in charge of sales, 
Crane Co. 


You have done a fine job . . . extremely valuable to all 
marketers of industrial goods.—-V. R. Lane, Lamson Co. 


* * * 


The 1939 edition of the Market Data Book Number will be put 
into the hands of 4,500 front-line buyers of advertising space and 


services October 25. Make sure that your story is in it. 


INDUSTRIAL MARKETING 


100 E. Ohio St., Chicago 330 W. 42nd St., New York 
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Koppers Contest | 
Prepares Consumers 
for Zero Weather 


(Continued from Page 1) 


These Kops are used to emphasize 
vital sales and contest facts. 

Outdoor copy will be used in 450 
locations throughout New Jersey 
and Staten Island. First display 
will be posted Sept. 15 with changes 
in copy scheduled for Oct. 15 and 
Jan. 15. The copy theme will tie in 
closely with the newspaper cam- 
paign. 

Direct mail will be personalized 
with the name of the customer in 
script and a picture of the sales- 
man on the first letter. Second will 
be a torn letter which the customer 
must fit together, and third will be 


|a letter mailed from Cuba extolling 


the Havana climate and pointing 
out how the same temperature may 
be attained in the home. The 
fourth letter, known as the “kill or 
cure” letter, will be a repeat of a 
successful mailing piece used for 
Koppers two years ago by Charles 
Dallas Reach Company, the agency 
which is handling the entire cam- 
paign. 

Other promotion will include car 
cards, consumer booklets and deal- 
er sales helps. In the consumer 
contest there will also be prizes 
for the dealer and his employes. A 
$500 cash award goes to the dealer 
whose customer writes the best 
letter, while $500 in prizes will be 
distributed among his employes. 


Largest Sears Ad 


To mark its fifty-second anni- 
versary, Sears, Roebuck & Co. ran 
ten and a half pages in the Sept. 7 
issue of the Minneapolis Star. The 
insertion is said to be the largest 
ever placed in a Minneapolis news- 
paper. 


Arcoflame Draws 
Backing of 


Newspaper Drive 


New York, Sept. 8.—Evidencing 
its confidence in increased activity 
this fall in home building and home 
modernization, the American Radi- 
ator Company today disclosed plans 
for a strong newspaper campaign 
on behalf of its newest product, 
the Arcoflame oil burner. A series 
of 360-line insertions, will break 
about the middle of September. 
Initial insertions will appear in 
newspapers published in _ cities 
along the Eastern seaboard from 
New England to Virginia. 

Theme of the advertisements will 
be the “smokeless flame” oil burner 
which cuts the cost of automatic 
oil heating by eliminating the oily 
soot indicative of inefficient and 
incomplete burning. Featured will 
be the “clean flame’ achieved in 
the new burner through the intro- 


duction in it of two new features 
developed by the American Radia- 
tor Company’s research labora- 
tories, the Institute of Thermal 
Research, Yonkers, N. Y. One is 
the Air Guide, which guarantees 
the smooth feeding of air to the 
flame. The other is the Turbo- 
meter, which not only regulates the 
air flow precisely, but accomplishes 
the perfect mixing of the air with 
the finely atomized oil particles, so 
that the oil burns without haze, 
smoke or wasteful soot deposits. 

Other facts to be prominently 
featured in this advertising include 
the Arcoflame oil burner’s easy in- 
stallation in conjunction with 
steam, vapor and warm water 
boilers or warm air furnaces; that 
the oil burner and boiler plus 
built-in hot water supply can be 
had in a single, complete unit; and 
that the equipment may be bought 
from local heating contractors on 
the FHA approved time payment 
plan for as low as $5 a month, with 
three years to pay and no down 
payment. 


—— 


Price Control Seen 


as Vital Link in 


Distribution Setup 


Essential to Proper 
Business Conduct, Says 
Ingersoll 


New York, Sept. 8.—Price main. 
tenance has a scientific reason for 


existence, William H. Ingersoll, of 


Ingersoll, Norvell and Babson, New 
York, said in a paper prepared for 
the session on market outlets and 
trade channels of the Seventh Inter- 
national Management Congress, to 
be held in Washington Sept. 19-23. 
Mr. Ingersoll implied, at least, that 
manufacturers who fail to take ad. 
vantage of their right to establish 
minimum prices are weakening the 
foundations of their business. 

Others contributing to this session 
were Paul H. Nystrom, president, 
Limited Price Variety Stores Asso- 
ciation, and A. H. Stensgard, direc- 
tor, General Agricultural Society of 
Sweden, Stockholm. 

Mr. Ingersoll gave this formula, 
based on a given constancy of pur- 
chasing power: 

Uniformity of costs requires uni- 
formity of production; uniformity of 
production requires uniformity of 
demand; uniformity of demand re- 
guires uniformity of price, quality 
and distribution; uniformity of price 
depends on uniformity of costs 


which, as stated, depends upon de- | 


mand, which again turns upon price 
and quality; uniformity of quality 
is sided by uniformity of produc- 
tion, permitting regularity of em- 
ployment for wage earners and the 
skill acquired with constant expe- 
rience. 


Handicap to Distribution 


“Other things being equal,” he 
said, “the first objective in equaliz- 
ing the flow of our goods in dis- 
tribution is to maintain the con- 
stancy of the price in the final 
stage. Our 
where such control is taken for 
granted may find it difficult to vis- 
ualize how a reasonable people so 
long tolerated such an_ obvious 
handicap to the efficient transaction 
of business. 

“It was because our courts failed 
to recognize the unity, the interde- 
pendence of production with distri- 
bution. Now, for the first time in 
a quarter century, our industrialists 
may stabilize the several factors 
essential in equalizing the flow of 
their goods in distribution, which 


guests from Europe | 


Whee . ‘ was impossible as long as the key 
Py mont listens to WBT when they listen to the factor, price, was not amenable t 
ie ad , : P , . control.” 
ge rates Charlotte as the best test market for cities radio. And in Charlotte itself—in the largest The majority of manufacturers 
eo: pg ; —_- even yet are unaware of the prac- 
nie of our size in this part of the country and rates _— coincidental study ever made in this area— tical value of price control, said Mr. 
7 oo : . Ingersoll, while pointing out that 
radio” as the preferred medium in the market. 34,888 telephone interviews spread over 14 hours “the more alert brand owners” are 
capitalizing upon the opportunity to 
We're proud of the tribute but we warn radio Of the day, every day of the week of April ay Sie Donsenee 6 Cay = 
the flow of their products. 
advertisers that results here are likely to be far 3, 1938—Crossley, Inc. found that on a five-day “This may shortly enable them 
’ outstrip competition in the delivery 
: . : average—79.1% of Ti . os De of quality at stable prices to their 
| far greater than can be accomplished almost e ge 7! 1% of the families were listening tol BT. final patrons,” he asserted. 
| where else ji ica. —" Chains Are Defended 
anywhere else in America When you buy radio time, you expect a share 
Prof. Nysirom discussed the sig- 
Here’s why. There are more than two and a__ of the audience. But when you buy WBT time, nificance of large scale retail oper- 
ation, asserting that the intensive 
half million persons in WBT’s daytime primary you receive almost all of the audience. And effort toward greater efficiency has 
been interrupted by independents 
area alone. It is virtually an undivided two-and- WBT’s rates are lower than for almost any efforts to destroy chains by polit 
é cal pressure. This movement }5 
. a-half millions. Almost everybody i ied- ion i ica! rapidly becoming an acute public 
os ybody in The Pied other 50,000 watt station in America! lees. he aversed. 
| Mr. Stensgard, the expert from 


Sweden, said that consumers’ ass0o- 
ciations are now selling about 19 
per cent of all food sold in that 
country, the bulk of the business 
being in the hands of producers 
organizations — meaning farmer 
The war between consumers’ and 
farmers’ associations caused the lat- 
ter to open their own retail outlets 

in many cases. In 1936, howeve?, 
| an agreement was reached whereby 
| ; the status quo is maintained. 


50,000 WATTS - CHARLOTTE, N. C. - A CBS STATION 


Owned and operated by the Columbia Broadcasting System. Represented by Radio Sales: 
New York * Chicago * Detroit» Milwaukee + Birmingham + Los Angeles * San Francisco 
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BABY HAS COAL COPY ROLE 


.. fete the best of Fusell/ 
CLoNeK COAL 


From one ton to a carload, 
Chicago's outstanding fuel 
service offers you the best 
coals obtainable for either 
hand firing or stokers. Dust- 
proofed — spotlessly deliv- 
ered—gucranteed to please 
at just an ordinary cost. 


For city and adjacent 
suburbs. telephone: 


STATE 1111 


President 


STUYVESANT PEABODY 


Crerar Clinch Coal Company, Chicago, finds juvenile talent, such as this lad, 
offering a good starting point for the value copy series scheduled to begin this 
week in three local newspapers. (Story on page 22.) 


FAIR TRADE IN THE MAKING 


i. - 2 oe U6!) 6 6 ee 


= Frank M. Archer, chairman of the board, Moxie Company, Boston, signs the 
30 first fair trade agreement issued by his company in the New England territory. 
1s Others in the picture are Harry Woodward, secretary, Massachusetts Retail 
n Grocers Association; Leavitt C. Parsons, editor, The Apothecary, and E. J. Har- 
rigan, Moxie sales manager. 


a COLOR APPEAL HARNESSED FOR SALES THEME 


4 \ow l oto ft hn MY for linoleum floors ! 


. PARCQ, LINOLEUM 


nage 
nd 2» . . 
at- ate. é <“ ~ 
pts a. > 
os # 

by 


Pabco-Paraffine Companies will employ layouts such as this in their fall advertis- 
"g campaign to emphasize the “color fidelity” of their linoleum. Story on page 28. 


She thinks she is 
pleasingly plump 
but to the 
boys she is 


Posed by 
Prafessionst 


“That 


Easy plen to lose un- 
wanted pounds with- 


Fat 
Girl!” =a 


wo everywhere are praising 
the Horlick’s Reducing Plan. It 
helps lose pounds of fat without undue 
craving for food 


You oer substitute some delicious 
Horlick’s Malted Milk Tablets for a 
heavier meal at noontime. Thus you 
cut down the caloric intake—the basic 
principle of losing weight. 

Mrs. G. C. of Rome, Ga., writes: 

“I decided to try Horlick’s for lunch 
instead of a heavy meal. By so doing, I 
lost 13 pounds in 3 weeks.”’ 

Horlick’s Malted Milk Tablets pro- 
vide certain vitamins and minerals im- 
portant in a reducing diet. They give 
valuable food energy that helps to keep 
you from feeling tired and hungry, yet 
twelve of them contain less than \% the 
fat producing calories of an ordinary 
lunch. 


Surprise your friends with a new 
slender figure. Start today by buying 
a 10 cent or 25 cent flask of Horlicks 
Malted Milk Tablets. Be gee 
sure to demand Horlick’s— 
the Original and Genuine. 


HORLICKS 


matte? TABLETS 


MILK 
Horlick's Malted Corporation, Racine, 
Wis., is starting a new test campaign in 
promotion for its somewhat neglected 
malted milk tablet. Newspaper, maga- 
zine, radio and outdoor copy will be 
used. Roche, Williams & Cunnyngham, 
Chicago, is the agency in charge. (Story 
on page 29.) 


Oe weet eee ape 


VIRGINIA ROUNDS AFTER BROADER MARKET 
VIRGINIA ROUNDS makes you a pare eC OFFER! 


@ W's practically o gilt! A thecutiles rose prral yar bridye table. Vals choraving ash-tar re- 
design aah-trey, swulprured oad siyned by — toits requbnrly for 9)_50~ byt te iotraduce you to 
McCicliond Barley, world. tonvevs artist, 1's — Virginin Rounsts we'll sem i te you bor 25¢ 
Roished in hurn-prosf gald lecquer~wil aot ond ame ¥. &. label. Sond tor yours raday te 
mor oy tureith. You't went o set of 4 far  Virgiete Ravmds, 435 Filth Ave. Mow York City, 


4 pov mistinctienty ture to the fines 
things oF file gou'll aparvecints 
Viegmia Raamds, Net Sor erery 

thin Weed of weatt snd Voalahe tees 
Cor, Mor ter fre averuge 2 the Uniaw 
CORN 119 -~sugerhly faithed 95 
protect pow figs. This aristhyerel & 
powsior Heads — Nealy 
traly Conceived ic (one why opelmn: 
nuelty, fo those whe demand tu 
hes. tvy Yirginin Bounds todey 


Reaching out for more extensive consumer acceptance, Benson & Hedges will 
introduce a premium offer this fall in the hope of weaning some smokers away 


from better known cigarette brands. 


magazine. (Story on page 31.) 


Copy shown here will appear in True Story 


CHANGES WROUGHT BY TIME 


An interesting sidelight on the redesigned package of Hygienic Products Com- 
pany is the change which less than two decades have brought in the feminine 


figure and costume, and in bathroom equipment. 
Flush package; 


At the left is the new Sani- 
at the right the one that was introduced in 1920. 


In both 


instances the color scheme is blue and yellow with red lettering. 


NEW SLANT IN HANCOCK COPY 


FROM CRADLE TO “COLLEGE IT'S “MOTHER” —24 HOURS A DAY 


GUY © COX, Preview 


, , 
SOHN HAN neste MUTUAL LIFE INSURANCE COMPANY 


OF BOSTON, MASSACHUSETTS 


John Hancock Mutual Life Insurance Company, 
from “embellishments” 
for October and November national magazines. 

agency for the account. 


Boston, 
to fundamentals of insurance in a new drive scheduled 
Livermore & Knight is the 
(Story on page 32.) 


has shifted emphasis 
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Hlow to get Wowe 


T SOME advertisers, this little matter pre- 
sents no problems at all. They just know that 
women read their ads. They can’t help them- 
selves. They have doped out all the major 
interests of women: S-x, Romance, Money, 
Babies, Food, Looks, etc., and just take a good 
strong sock at one of these major interests. So 
how can they miss? 

Then there is the brass tacks school of thought, 
which regards women grimly as realists, and 
comes out cold turkey and no nonsense with 
the main idea and a big price. 

To listen to the department store boys, you'd 
think that women bought the newspapers only 
to read their ads. 

But having corralled what is probably the 
largest group of women-at-home readers under 
one tent, we have some pretty specific ideas 
based on forty years of experience as to what 
makes women read ads. We think the medium 
has a lot to do with it. To borrow the term of 
the eminent John (Behaviorism) Watson, we 
think that women have to be “conditioned” to 
read the ads. 

It works out something like this: 

When the little woman has engineered three 
meals a day, bawled out the butcher about the 
wilted spareribs, policed the kids and put them 
to sleep, washed the dishes, parked the left- 
over kohlrabi in the refrigerator, put the orange 
juicer where it will come in handy in the a.m., 
and sits down with a newspaper to give her 
feet and mind a rest—do you suppose she turns 
eagerly to ads which want her to buy some- 
thing or suggest more work? Now honestly! 

Buying stuff and keeping house and caring 
for the kids is her business. She lives with it 
more hours a day than you live with yours. 
And she likes to get AWAY from business once 
in a while. That’s where a good newspaper 
comes in. 


Ravine looked over the shoulders, statisti- 
cally speaking, of several thousand women readers 
of this newspaper, we are in a strong position 
to tell you just how ads get read. 

The working housekeeper usually starts with 
a mild workout on the news of the day, skims 
hither and yon, looks at the pictures, reads 
what interests her, and then really goes to 
work on the features. 


sto read your Abs! 


| Positively no connection with the T & T Plan! 


She settles down to Cholly Knickerbocker’s 
page, and gets a load of how the other half (of 
one percent) lives. Now Knickerbocker may be 
so much No. 3 spinach to you, but to the 
women he is a very choice dish. Knickerbocker 
writes, edits and chauffeurs our Society pages. 
He calls the Four Hundred not by its first names, 
but by its nicknames. He gets more invitations 
to Upper Circle shindigs than Clark Gable gets 
mash notes. The Social Leaders never hold out 
on him; he never has to go ’round back doors 
and get the lowdown from the help. 

The socialites like their names to make his 
page, and he uses more names than a country 
weekly. And another tipoff on this society news 
angle is the exclusive pictures that Knickerbocker 
gets. Not just canned cabinet portraits, but the 
gals crawl into their glad rags and pose among 
the potted plants while the Journal-American 
photographer shoots them. In other words, Mr. 
Knickerbocker is tops in his field, and his stuff 
is pay dirt for advertisers to women. 


mae 


ee 

Tae there’s Alice Hughes, who scouts the 
New York stores and specialty shops; covers 
vital matters about how hair is being worn high 
or otherwise, and whether plaid shoes are a real 
threat this season. And Josephine Hughes covers 
fashions in the store and in use. These Hughes 
gals save time, footwork and shopping, and 
women follow them like a coupon clipper follows 
bond quotations. 


(‘: 
. 
. 


Mary Dougherty runs a department known 
as the Woman’s Council, and goes in for women’s 
problems, what young folks should and shouldn’t 
do, etc. Just now she is conducting an inquiry 
into ways and means of handling Husbands 
Over Fifty Who Are Skittish—burning topic 
for wives over forty! 

Donna Grace runs a good looks department, 
treats with pertinent matters such as Why 
Dye, if you’ve been getting along with your 
native hue of hair up to now. Mrs. Cornelius 
Beeckman runs an etiquette column, handles 
the problem of superfluous spoons at a swell 
dinner party, etc. 


New York ] 
| nrc 
How HB per date line 


NEW yoRK JOURNAL-AMERICAN 


Represented nationally by: HEARST INTERNATIONAL ADVERTISING SERVICE Rodney E. Boone, General Manager 
Offices in NEW YORK . CHICAGO . DETROIT . BOSTON 
PITTSBURGH . SAN FRANCISCO . ATLANTA ° LOS ANGELES 


Louella Parsons has a fresh load of lowdown 
every day from Hollywood, Rose Pelswick re- 
views the movies worth seeing, John Anderson 
rides herd on the Drahma, Elsie Robinson 
writes on the woman’s point of view—and you 
know how many p. of v. a woman can have. 
And a dozen or so other woman’s features. 


Having had a look-in at the social whirl, and 
had her mind taken off her problems by seeing 
other peoples’ (always a refreshing experience), 
the Average Woman is now sufficiently restored 
to get back to business. She gives the Mary 
Warwick column on cooking the once over for 
leads on tomorrow’s forage. She checks the daily 
pattern and other practical departments. 


And THEN, if your ad gets in the way of 
her optics, it will be given sage and tolerant 
consideration. The medium has softened her up 
enough to give your ad a chance to collect! 


(), COURSE, we don’t carry these features 
just to make a good advertising medium. They 
are all part of making a newspaper that is in- 
teresting to women—and any newspaper that 
falls down in that alley isn’t much of a medium. 
We know that all these departments and serv- 
ices click—because women readers write hun- 
dreds of thousands of letters a year for help, 
advice and suggestions. 


It’s this sort of editorial diet that has kept a 
circulation of more than 600,000 for forty years 
—that has built and held the largest evening 
circulation in America. This circulation is con- 
centrated in New York City and its suburbs, 
first market in the nation—with more women 
with more money to spend than any other 
market in the world. 


The audience is large enough, and the me- 
dium ts live enough—to get action in New York 
for any good product that’s advertised enough 
to interest New York women. 

And with the rate reduced to $1.00 a line, 
the Journal-American is easily the best medium 
buy on this or any other continent—gives you 


25% more value for your money! 


So don’t miss out on the Journal-American 
on coming schedules. Because when the women 
who back the Journal-American get back of 
your product, it comes to life and makes the 
cash registers ring—including yours. 


ROCHESTER + PHILADELPHIA 
* SEATTLE - BALTIMORE 


a = 


—< 


: \5at 
Lg 40 ee PF 
LLL 
‘i a 
* 
7 
INe 
==. 
”" , 
a 
nes 
EE , 
r 
ail 1 
V 
F 
h 
a \“ 
i wy 
= 7 
Pri 
al r 
ae ; 
. iss . 
Fe ( 
. ; a : : 
Zine 
yh 3 fs ! 
] 
; es, al 
oy: A | 
ea 
ae a2 + 
Maia 
a 
4 Sal pee ee 
ee 
&, 
«< 
Fi ar 
ate. - . 
a oS | 
j tr / ® 
YY s 
< 
pt a , 
o 
p> \7 
a Bi 
: 


